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Z I ntroduction
About this Toolkit: Customer
Service in Permitting

Customer Service in

Permits are a cornerstone of environmental protection because they spell out how regulated
communities must comply with environmental laws. EPA and itsregulatory partners (states, tribes,
and local governments) issue permits to control facilities emissions into the air and water, and to
ensure safe management of hazardous waste.

Many people havetheir first encounter with an environmental agency through the permitting process.
That makes customer service aparticularly important part of permitting. Our customersinclude the
genera public, individuals who may be affected by the permit decision, state, tribal, and local
governments authorized by EPA to issue permits, and permittees that need permits to operate.

Early in 1999, EPA announced its* Next Generationin Permitting,” an action plan to move permitting
towards measuring performance, while providing regulated parties with more flexibility in how they
meet standards. Thisaction planis part of EPA’ s broad-based agendafor reinventing environmental
protection, and it builds on the work of EPA pilot programs that have tested innovative approaches
to permitting, including Project XL. The action plan and other permitting reform efforts show that
EPA is committed to:

. Strengthening the role of the public in important decisions
. Focusing on results instead of procedures
. Reducing unnecessary burden

Aspart of our planto reinvent environmental permitting, EPA committed to preparing auser-friendly
toolkit of customer service processes and techniques for use by EPA and its partners. Thistoolkit,
which is also part of an Agency-wide Customer Service Strategy, is the result.

Through aworkgroup that included EPA Headquarters, Regions, and statesrepresentatives, EPA has
endorsed four broad customer service standards for environmental permitting. These standards are
discussed in Chapter 3 of thistoolkit:

. We will prepare permits that are clear, fair, appropriate, enforceable, and effective.

. Our staff will be knowledgeable, responsive, cooperative, and available.

. Wewill work with representatives of permitting authoritiesto continually improve permitting
processes and services.

. We will make our permit decisions within the time frames that are established for the type of

permit being requested.



These permitting standards have been adopted by EPA. Other permitting authorities are encouraged
to adopt these or similar permitting standards designed for their organization. Thistoolkitisintended
to help staff at EPA, as well as other permitting authorities meet these customer service standards.
Specificdly, it offers tools for obtaining customer feedback and using it to improve permitting
processes to meet customer needs. After this introduction, the Toolkit is organized to provide
information on:

* A Customer Service Orientation - what is EPA’s customer service program and what this
toolkit is about

* Partnersin Permitting Service Delivery — who the permit process participants are and how
they interrelate as customers-suppliers

* Permitting Sandards — setting standards by which we can gauge good customer service

*  Feedback and Measurement — planning for and gathering of feedback

* Responding to Feedback — anayzing and acting upon feedback data

* Maintaining Good Customer Service — creating the cultural change necessary to keep
customers satisfied, permit after permit

» Customer Servicein Action —examples of what other EPA regional offices and states have
done

As with any toolkit, readers of Customer Service in Permitting will need to decide for themselves
which tools are most appropriate for their particular circumstances.
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Chapter 1
A Customer Service
Orientation

Customer Service in

What is this toolkit about? Who isit for and why should it be used? These
guestions and other general questions about service to customers are
addressed in thisfirst chapter of the Customer Service in Permitting Toolkit.

What is EPA’s Customer Service Program?

On September 11, 1993, President Clinton issued Executive Order 12862, Setting Customer Service
Standards,” to al customers.

The order led EPA to adopt the following vision for the Agency’ s customer service efforts:

As we achieve our mission of protecting public health and the environment, EPA people are
becoming customer-focused, our products and services customer-driven, and our customers
satisfied.

EPA’s Customer Service Strategy includes seven elements:

»  Setting customer service standards

* Publicizing the standards

» Establishing measures and tracking systems and providing measurement assi stance
* Building staff capacity by making training and information available

* Involving staff in the development of customer service programs

» Benchmarking EPA against world class service

* Providing managers assistance and actionable information

How Will Things Be Different Now?

As a customer-focused agency, we hold ourselves accountable for providing service that rivals the
best in the private sector. We have a set of standards against which we measure ourselves, the Six
Principles of Customer Service:

1) Be helpful! Listen to your customers.

2) Respond to all phone calls by the end of the next business day.

3) Respond to al correspondence within 10 business days.

4) Make clear, timely, accurate information accessible.

5) Work collaboratively with partners to improve product and services.
6) Involve customers and use their ideas and input.
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Who are Our Permitting Customers?

EPA’s Hearing the Voice of the Customer - Customer Feedback and Customer Satisfaction
Measurement Guidelines define a customer as someone who directly relies on a provider for a
product or service. Customers are defined on the basis of the service or product they receive. In
permitting, a customer may:

» have adirect relationship with the permitting authority

* receive one or more services or products from the permitting authority

* bedirectly affected by the actions of the permitting authority

* be an employee of the permitting authority, acting as an internal customer

Whileit is possible to identify and label many customer groups that are interested in the permitting
process, this toolkit focuses on two major groups — “interested and impacted parties’ and “ permit
applicants.” Interested and impacted parties are those individuals, interest groups, communities,
states, or tribesthat raise aconcern or have commentsregarding the permit action. Permit applicants
are seeking approval from EPA or a delegated authority to conduct a regulated activity.

This toolkit describes the relationships among the interested and impacted parties, the permit
applicants, and the permitting authorities. We also briefly discuss interna relationships among the
permitting authorities (EPA headquarters, regional offices and delegated authorities).

Table 1.1 outlinestherel ationship between the customersand their service providersin the permitting
process.

Table1l.1
Customersand Their Service Provider
Customer Service Provider

EPA Regiona Office EPA Headquarters

Delegated State, Tribal or Local EPA Regiona Office

Government

Permit Applicant EPA Regional Office or Delegated State,
Tribal or Local Government

Interested and Impacted Parties EPA Regional Office or Delegated State,
Tribal or Local Government

Because these customers often have differing and conflicting needs, delivering customer servicein
permitting becomes a complicated matter. However, as stated in the “ Blair House Papers’ (January
1997), an agency desiring to be a customer-driven organization must continuously ask its customers
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" Customer Service in

& Permittingl]

Chapter 2
Partnersin Permitting
Service Ddlivery

To provide outstanding customer service, you must understand the dynamics of
customers, suppliersand services. This chapter identifiesthe who of the permitting
process -- those providing services and those receiving them -- and the what of the
permitting process -- the services being delivered.

What isthe Permit Process?

The permit processencompassesall the stepsin making permitting decisions, including how youwrite
guidance or regulations, obtain and review information, oversee state and local partners, seek public
input and make decisions. The ultimate product is official approval or denial for a given permit or
permitting program.

Who ar e the Per mit Process Participants?

* EPA Headquarters

» EPA’s 10 Regional offices

» State, tribal, or local government

* Permit applicant

* Interested and impacted parties

Who ar e the Per mit Service Providers?

The permit-service providers are EPA Headquarters, EPA Regions, and a delegated governmental
permitting authority, where applicable. Permit service providers either make the permit decision, or
provide services to the decision-making organization.

What isthe Relationship Between the Customers and Suppliers?

The relationship between the permit service providers and their customers is shown in Figure 2.1.
The solid lines of thisfigure represent services provided to the customers. The dotted linesindicate
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opportunities for obtaining customer feedback on those services.
What are the Services being Delivered and How are they Evaluated?

Tables 2.1 through 2.4 show the types of customer feedback you should seek for each service you
provide. Don't forget to ask your customers about additional services they need that you' re not
delivering.

There are two special relationships shown in Figure 2.1. First isthe direct feedback from delegated
statesto EPA Headquartersthrough the Environmental Council of the States (ECOS) and other state
organizations. This relationship, which bypasses the Regions, often deals with higher level, non-
permit-specificissues. Second isthe community-based relationship between the permit applicant and
the interested and impacted parties. We envision a relationship characterized by the Community
Based Environmental Protection (CBEP) program, where all interested parties develop a joint
environmental vision and processes to achieve it.

What Do | Do With The Following Tables?

Look at the table that represents your customer-supplier situation and the services being provided.
Then look at the delivery feedback needed to assess whether you are asking for the appropriate
customer feedback, i.e., whether you are customer-focused. The feedback surveys of Chapter 4
should help you get this important input from your customers.

You can also “turn” these tables. When you are a customer, you should have certain expectations
for the services delivered to you. If your expectations are not being met, perhaps you can start a
dialogue with your service provider.
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Table2.1
Delivery Feedback Needed for Services Delivered

Service Provider: EPA Headquarters o

Service Customer:  EPA Regional Offices 7

Regional
Office

Services Provided Delivery Feedback Needed

Resources Was the process used to allocate resources to the Regions fair and reasonable? Do

Regions want more input to the allocation process?

Regulations Do Regions have the regulatory toolsto carry out their permit programs? Seek input
on regulatory reform needed.
Policy Do Regions have the policies needed to carry out their permit programs? Are existing

policies clear and useful ?

Guidance Do Regions have the necessary guidance to carry out their permit programs? Is
existing guidance clear and useful ?

Initiatives What initiatives do the Regions need to carry out the permit programs? Which
initiatives are counterproductive, ignored or unwanted? Seek input on initiatives
usefulness.

Interpretations Do regions receive timely and accurate interpretations? Assess quality of

interpretations to determine whether you are meeting regional needs and expectations.

Program Reviews and | Do regions receive timely and accurate program reviews and evaluations? Are they

Evaluations useful? Assess whether you are meeting the Regions needs and expectations.




Table2.2

Delivery Feedback Needed for Services Delivered

Service Provider:
Service Customer:

EPA Regional Offices
Delegated Authorities (State/Tribal/L ocal Gover nments)

Regiond
Office

Services Provided Delivery Feedback Needed
Resources Was the process used by EPA to alocate resources fair and reasonable? Do delegated
authorities want more input to the allocation process? 1s NEPPS providing flexibility
for the delegated authorities to allocate resources where needed?
Regulations Arethe federal regulatory tools appropriate and adequate to carry out the programs?
Seek input on regulatory reform needed.
Policy Do delegated authorities have the national or regional policies they need to carry out
their permit programs? Are existing policies clear and useful ?
Guidance Do delegated authorities have the guidance they need to carry out their permit
programs? |s existing guidance clear and useful ?
Initiatives What initiatives do the delegated authorities need to carry out the permit programs?

Which initiatives are counterproductive, ignored or unwanted?

Interpretations

Do delegated authorities receive timely and accurate interpretations? Assess quality of
interpretations to determine whether you are meeting delegated authorities' needs and
expectations.

Delegation or
Authorization of
Programs

Are delegations/authorization application instructions clear? |s the processing of
delegations/authorizations timely? Seek input on experiences with
del egations/authorizations.

Program Reviews and
Evaluations
(Oversight)

Do delegated authorities receive timely and accurate program reviews and
evaluations? Arethey useful? Do they meet the needs and expectations of delegated
authorities?




Table2.3

Delivery Feedback Needed for Services Delivered

Service Provider:
Service Customer:

Permit Authority (EPA Regional Office or Delegated Authority)
Permit Applicant

Regional
Office

Services Provided Delivery Feedback Needed
Regulations Are regulations understandabl e and reasonable? Do they meet the permit applicant’s

needs? Seek input on regulatory reform needed and forward it to EPA Headquarters,
as appropriate. Such feedback may lead to industry-wide or individual facility
reinvention activities, such as the Common Sense Initiative (CSl), ECOS Innovations
Agreement, or the XL program.

Policy Are program policies understandable, reasonable and supportive of permit applicants
needs?

Guidance I's permit guidance understandable, reasonable and supportive of permit applicants

needs?

Forms Are permit application forms and instructions understandabl e, reasonable and

supportive of permit applicants needs?

Interpretations

Do permit applicants receive timely and accurate interpretations that meet their needs?

Timely Permit Process

Are permit decisionstimely? Assess permit applicants’ needs for timeliness.
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Table2.4
Delivery Feedback Needed for Services Delivered

Service Provider:  Permit Authority (EPA Regional Office or Delegated Authority)
Service Customer:  Interested and Impacted Parties

Regional
Office <,
Delegated

"/ Interested
& Impacted
Parties

Services Provided Delivery Feedback Needed
Regulations Are regulations understandable and reasonable? Do they meet the needs of interested
and impacted parties? Seek input on regulatory reform needed and forward it to EPA
Headquarters.
Policy Are program policies understandable and reasonable? Do they meet the needs of

interested and impacted parties?

Guidance I's permit guidance understandable and reasonable? Does it meet the needs of
interested and impacted parties?

Opportunities for Do these parties have ample opportunity to be involved in the permitting process?
Involvement What additional involvement do they need?
Forums Areforums for public input and interaction reasonable and supportive of these

customers needs? What additional forums do they need?

Accessto Information | Do these customers have access to the information they need to review and comment
on the permit applications?

Interpretations Do these customers receive timely and accurate interpretations? Arethe
interpretations meeting their needs and expectations?







Customer Service in

Chapter 3
Per mitting Standards

EPA has established customer service standards for its own permitting work
that can serve asa guideto other permitting organizations. Thischapter deals
with permitting standards -- why it is important to have them and measure
them, and how permit service providers can fulfill them.

What Are Customer Service Standar ds?

EPA’ scustomer service standards establish ayardstick by whichthe Agency will measureitself. EPA
has grouped these standardsinto 9 groups: Universal; Public Access; Partnership; State/Tribal/L ocal
Program Grants;, Pesticide Registration; Enforcement Inspections and Compliance Assistance,
Rulemaking; Research Grants; and Permitting. EPA created the Customer Service in Permitting
workgroup to develop the tools needed to meet the customer service standards for permitting,
including ways we can obtain feedback from our permitting customers. Much of our work is
summarized in this toolkit.

What are EPA’s Permitting Customer Service Standar ds?

We took draft standards developed by the Agency and worked them into thisfinal set of standards:
We will prepare permits that are clear, fair, appropriate, enforceable, and effective.
Our staff will be knowledgeable, responsive, cooperative, and available.

We will work with representatives of permitting authorities to continually improve
permitting processes and services.

We will make our permit decisions within the time frames that are established for the
type of permit being requested.

We believe these standards, should lead to world-class customer service. However, we encourage
other permit-issuing organizationsto modify these standards as needed tofit their particul ar situation
and customer expectations.

How Might a Permit Service Provider Fulfill These Standards?

Each of the permit service providers listed in Chapter 2 has a role in meeting the four permitting
customer service standards. Table 3.1 illustrates some activities that might fulfill these standards.
It isimportant to ask customers what they want before deciding how your organization will meet the
standards. That will be the focus of Chapter 4, Feedback & Measurement.
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Table3.1

Fulfillment of Permitting Customer Service Standards by Service Providers

d Wewill prepare permits that are clear, fair, appropriate, enforceable, and
effective

Headquarters

promulgate permit regulations that are understandable, written in plain English, and
workable

write guidance materials that clarify the intent behind the permitting requirements, and the
rationale leading to final regulatory decisions

make interpretations on a case-by-case basis whenever questions arise

stress consistency in application to take the guess work out of implementation

seek feedback from customers on whether Headquarters' services are clear, fair,
appropriate and effective

Regions

write guidance in plain English

tailor training programs to meet the needs of delegated permitting authorities

make permit oversight reviews productive and to the point, taking into account
circumstances specific to the permit; do not nit-pick

seek feedback from customers on whether the Region’s services are clear, fair, appropriate
and effective services

State/Tribal/Loca (and Region, if Region is directly implementing a permit program)

write permits that reflect the unique nature of the permit applicant’ s situation

seek input from the permit applicant and other interested and impacted parties

make permit decisions after carefully weighing all of the input from the permit applicant
and the interested and impacted parties

seek feedback from customers on whether the permitter’ s services are clear, fair,
appropriate and effective

[ Our staff will be knowledgeable, responsive, cooperative, and available.

Headquarters

prepare training programs covering all appropriate rules and regulations for regions, states
and regulated community

respond to inquiries from permit writersin atimely fashion and in the appropriate level of
detail

respond to correspondence, hotlines inquiries, etc., in atimely fashion at the appropriate
level of detail
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* maintain records on policy memoranda that are used to interpret regulations, thus ensuring
that permit writers have consistent information

» seek feedback on whether Headquarters' staff is knowledgeable, responsive, cooperative,
and available

* tothe extent practicable, maintain key policy memoranda on the Internet to facilitate
access by Regions and delegated authorities

Regions

* develop and implement yearly training programs for permit writers

» train staff subject matter experts where necessary

» seek feedback on whether Regional staff are knowledgeable, responsive, cooperative, and
available

State/Tribal/L ocal

» develop yearly training programs for permit writers

» train staff subject matter experts where necessary

» seek feedback on whether their staff are knowledgeable, responsive, cooperative, and
available

a We will work with representatives of permitting authorities to continually
improve permitting processes and services.

Headquarters
* identify and remove barriers to improved service

* involveregiona and state permit writers in the drafting of regulations

» useformal and informa mechanismsto identify permiters needs for guidance, training,
interpretations, new regulations, etc.

» seek customer feedback on whether Headquarters' efforts are actually improving
permitting processes and services

Regions

* involve regiona permit writers in the drafting of regulations

» useforma and informa mechanisms to identify delegated programs needs for guidance,
training, interpretations, new regulations, etc.

* identify and remove barriers to improved service

» seek customer feedback on whether the Region’s efforts are actually improving permitting
processes and services

State/Tribal/L ocal

* identify and remove barriers to improved customer service

e participate through appropriate organizations in the development of EPA regulations

» useformal and informa mechanismsto identify the regulated community needs for
guidance, training, interpretations, new regulations, etc.

» seek customer feedback on whether efforts are actually improving permitting processes
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and services

1 We will make our permit decisions within the time frames that are established
for the type of permit being requested

Headquarters
» dtrivefor timely decisions, regulations, guidance, interpretations, training, etc.
» seek customer feedback on the timeliness of decisions and services

Regions

» notify states or applicants of expected response dates to submittals and meet or beat those
timeframes; if you can’t meet the timeframe, notify the state or applicant prior to the origina
due date and set revised date for the Agency response

» seek customer feedback on the timeliness of decisions and services

State/Tribal/L ocal

» notify applicants of expected response dates to permit applications and meet or beat those
timeframes; if you can’t meet the timeframe, notify the applicant prior to the original due date
and set arevised date for the Agency response

» seek customer feedback on the timeliness of decisions and services




Customer Service in

- Chapter 4
| | Feedback and M easurement

One of the basi ¢ tenets of customer serviceisto ask customerswhat they want,
or you'll likely get it wrong. This chapter introduces the concepts and
procedures that will help your organization develop an effective system to
identify customer needs and measure satisfaction.

Why Do | Need Customer Feedback?

Y our customers ideas can help you provide better environmental and public health protection. By
obtaining feedback from your customers, you can measure progress toward your customer
satisfaction goals. Ultimately, customer feedback will help you improve the way your organization
provides products and services to its customers.

What servicesdo permitting customersusually want? Wevefound that applicantsusually seek clear,
timely, and fair permits. Communities want permits that protect their environment. Permitting
authoritiesrely on othersto supply resources, expertise, guidance, and support in an effective manner.
Y our customers may have additional, or different, needs.

How do you know if your customers are getting the services they deserve? It haslong been abasic
tenet of customer service that you must ask your customers what they want, or you will likely get it
wrong. If you assume you know what your customers want, they may perceive you as arrogant or
you may spend resources on program changes that they don-t want or need. Meanwhile, you may
not notice a very smple, inexpensive, and straightforward need — because you didn’t ask.

Also, asking your customers what they want promotes your agency-s image as a more customer-
focused organization. It shows you care about their opinions and that you are truly interested in
serving them better. Also, reaching out to your customers gives them a sense of ownership of the
program, generally resulting in more support for decisions reached.

You may even need to revise or expand the standards you set at the beginning of your customer
service effort. 'Y ou may find out the customer service goalsyou initially set are too high or too low.
That is okay — feedback is, by definition, meant to be a dynamic process and the feedback loop is
acrucia element of achieving excellence in customer service.

Why Should | Set Customer Service Standards and Goals?
Aswith any major project, you should set goalsto identify where you’ re going and how you’ Il know

when you get there. When you are seeking excellence in customer service, you'll have to initialy
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make some assumptions about your customers needs so you can start asking them questions.
These assumptions will show up in your initial goals and standards. While EPA has devel oped four
standards for Customer Service in Permitting, as described earlier, they should not be construed as
the only right ones. Y our organization should set standards that best fit your mission.

Y ou should set quantifiable and measurable goalsfor each standard. Thesegoalswill helpyou design
the feedback and measurement system.

How Do | Design a Feedback and M easurement System?

This toolkit describes three phases for developing and implementing a successful feedback and
measurement system. (Additional phases needed to analyze and act on the feedback are presented
in Chapter 5.) You can find more detailed information in “Hearing the Voice of the Customer -
Customer Feedback and Customer Satisfaction Measurement Guidelines,” OP-235-B-98-003,
November 1998. This document may aso be found in the EPA web dte at:
www.epa.gov/customerservice/guide.htm.

The three devel opment and implementation phases are:

v/ Plan the customer feedback project

v Construct the data collection procedures

v/ Conduct data collection



THE PLAN checklist

get ready

see what feedback you already have
decide which core questionsto ask
decide frequency for customer feedback
define the target customer population
identify services supplied to customers
establish purposes of customer feedback
______decidewhether to contract out

develop written plan

determine resour ces needed

obtain agreement to proceed (if needed)

PLAN THE CUSTOMER FEEDBACK PROCEDURE
How Ready IsMy Organization for Customer Feedback?

Asyou beginto plan, consider how ready your organizationisfor customer feedback by asking these
guestions:

$ Do aff understand why the organization needs customer feedback?

$ Do staff members and managers sincerely intend to pay attention to customer feedback and
act on it?

$ Arekey managers committed to taking action based on customer input?
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$ Have staff members directly participated in defining the need for customer feedback and in
identifying the approaches to use for obtaining it?

$ Have managers, employees, and other users of customer feedback information expressed their
needs, issues, concerns, and objectives?

$ Isthere manageria and employee buy-in and ownership?

$ Aretherefew or no barriers C such as concerns about change, extra work, adverse findings
C tousing customer feedback successfully?

$ If there are barriers, are there identified methods to overcome them?

If you answered “yes’ to these questions, your organization is clearly ready for customer feedback.
If you answered “no” to some questions, you might consider what you can do to prepare your
organization to obtain and use customer feedback.

If your organization is not fully ready for customer feedback, you should not necessarily halt your
feedback activities. Instead, just understand that you will probably face some challengesin getting
the work done, getting managers to pay attention to findings, and assuring customers that your
organization is committed to implementing the changes they want. Y ou may need to start lowly,
collecting unsolicited feedback and using informal opportunitiesto gather customer input. Y ou can
make some positive changes based on that feedback, and build a case for seeking broader and more
formal customer feedback to verify and expand the anecdotal information you gathered.

What Kinds of Customer Feedback Are Already Occurring?

Before proceeding with a new customer feedback activity, check with EPA:s Customer Service
Program in the Office of Policy to see whether any similar work has been conducted recently. You
also should check with delegated program representatives (for certain customer feedback functions).
By obtaining information from other sources, you may avoid unnecessary duplication, savetime and
money, and make the best use of previoudly gathered data.

What arethe Core Questions| Should Ask of My Customer s?

Webelieveit isimportant to have some core questionsthat are always used by those doing customer
feedback within an organization. Core questions represent broad levels of understanding and
impressions about expectations, organi zational responsiveness, and customer satisfaction. By using
core questions, we can compare and aggregate customer feedback information, both across the
agency and over time.

The following are the core questions that we endorse:



» Overall, how satisfied are you with the way the permitting process was managed?
1 2 3 4 5 6
not at all very

» How courteoudly did our organization staff treat you?
1 2 3 4 5 6
not at all very

» How satisfied are you with the quality and timeliness of the communications you have
received from our organization?
1 2 3 4 5 6
not at all very

» How fully did our organization respond to your needs for guidance, information, or
technical support under the permit process?
1 2 3 4 5 6
not at all very

How Often Should We Ask Customersfor Feedback?

Many organizations contact their customers once a year to get an overall measure of satisfaction.
Other types of feedback, such as follow-up telephone calls or comment cards, provide immediate
information at the point of contact. When organizations need targeted customer information, most
find it useful to conduct multiple studies each year.

Asarule, acustomer service program does not want to overburden its customers, so take care to:
$ Avoid activities that duplicate work conducted
$ Avoid contacting the same customer repeatedly

$ Seek consent from customers to participate in feedback projects, especially those that are
lengthy or where customers have been contacted previoudly.

Thereis no standard answer to how often you should ask for feedback. The frequency of customer
feedback will depend on several factors:

$ Werethefindings of previous customer feedback studies positive or negative? If your
organization took action in response to concerns customers raised, has there been enough
time to see whether those actions have been effective?

$ Considering the issue(s) involved in the feedback activity, how often does it make sense to
solicit customers: opinions?
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$ Canyou distinguish annual versus ongoing information needs?

$ Isthere away to collect feedback during your everyday customer transactions? |sthere away
to match feedback with your organization-to-customer transactions? Can you ask customers
at the end of acall if the information provided was useful? Is there any follow-up with them
later to seeif they used the product provided?

$ Hassome critical event occurred for which customer feedback would be important? (e.g., was
the office reorganized to speed customer service or product delivery?)

$ Do you anticipate program changes that may require surveying customers both before and
after the change?

How L ong Should Feedback Activity Take?

Obvioudy, many variables can affect the timeit takesto complete afeedback effort. Thesevariables
include the type and method of feedback, number of respondents, and the extent to which your
organization is prepared to plan and act on the results. Many people, including the customer, will
have expectations about how long the effort will last and when results may become available.
Therefore, you should carefully plan the schedule of afeedback effort. Figure 4.1 is an example of
the timetable for one feedback survey:

Figure4.1

CUSTOMER FEEDBACK SURVEY -- PROJECT TIMETABLE

DELIVERABLE TIME FRAME

Project Planning and Design June
(2-3 meetings)

Design Survey Instrument

- focus groups 6/22 & 6/29
- internal draft of questionnaire 717

- 1st draft to survey team 7/10 - 7/12
- markup meeting 7/12

- 2nd draft to survey team 7117 - 7/20
- revised draft sent to field 7125

- final version sent for approval 8/4

- final approval from agency 817




Data Collection

- field testing 8/14 & 8/15
- revisions (if necessary) 8/16 - 8/18
- phoning 8/21 - 9/15
Analysis and Report

- analysis 9/15 - 10/15
- report 10/17

- briefing charts 10/31
Process Improvement Workshops

- coordinating committee 11/1 & 11/2
- executive board 11/8 & 11/9
- notes to coordinating committee 11/16

- notes to executive board 11/27

Performance Standards and Process
Improvement Implementation
- action teams

start 12/10

Why Should | Establish Quality Control Procedures?

Figure4.2

Developing and applying good internal control procedures helps ensure the quality, reliability, and
integrity of information used for decision making. Y ou should apply quality control standards and
techniques to data collection, analysis, and reporting of results.

Controls may be assimple aslimiting accessto raw, customer-specific data, aswell as separating the
data collection, administrative and presentation duties from the affected action officias.
Alternatively, controls can be as thorough as performing independent quality assurance reviews.

Internal controls should provide reasonable assurance that your customer feedback objectives will
be accomplished reliably and cost-effectively. See Appendix A for a description of specific control
standards and techniques that apply to EPA.



Checklist
Establishing the Purposes of Customer Feedback

Define the feedback objectives

*  What do | want to accomplish with this feedback?

Determine how the findings will be used

*  What will we do with the findings?
*  Will they be used:
- as a key business performance indicator?

- to revisg, correct, or improve a process?

Checklist - continued

- to identify customer needs and expectations?

- as amanagement tool for customer relationships?

- to inform planning, decision making, and resource allocation?
- to reward, recognize, or compensate employees?

- to help validate standards, specifications, and measures?

Determine who will use the findings

* Who elseisinterested in the findings?
*  How much time are they able to give to the process?

*  How would they prefer to learn about the findings — in briefings, written reports, graphics,
action plans, e-mail ?

Figure4.3



Checklist
Developing a Written Plan for the Customer Survey
___purposes of the activity
___quality control procedures
___waysfindings will be used
___identification of target group
____methods of data collection
___timing for data collection
___anaysisplan (see Chapter 5)
__toolsfor carrying out feedback activity

* discussion topics

* survey instrument
 database

___anticipated products

* tables and graphs
interpretive text
dides
specific conclusions
recommended actions

CONSTRUCT DATA COLLECTION PROCEDURES
What Isthe “Best” Approach for Assessing Customer Satisfaction?

Your best approach will depend on the kind of product or service you provided, the kinds of
customers you served, how many are served, the longevity and frequency of customer-supplier
interactions, and what you intend to do with theresults. Two very different approaches can produce
useful findings:

$ Continuous assessment methods C methods to obtain feedback from the individual customer at
the time of product or service delivery (or shortly afterwards).

$ Periodicsurvey approaches C methodsthat obtain feedback from groupsof customersat periodic
intervals after service or product delivery. They provide an occasional snapshot of experiences
and expectations.

Y ou need multipleinputs from customersto understand their expectations and satisfaction. Itislike
peeling away layers of an onion— each layer reveals yet another deeper layer. Both approaches can
help you assess your organization:s overall accomplishments and areas for improvement.
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Continuous Assessment

While this Toolkit focuses on methods for obtaining customer feedback periodically, you aso can
adopt continuous assessment as a standard method for obtaining customer satisfaction information.
Include continuous assessment by:

$ enclosing afeedback card with every draft and/or final permit issued

$ enclosing afeedback card with every public comment response mailed

$ making afollow-up phone call to every customer (or to every fifth, or twelfth, or nth
customer) within one or two days of contact

Decide on Data Collection M ethod

Informal methods for obtaining information from customers clearly produce valuable information.
Everyone needs to use these everyday opportunitiesfor customer feedback. Usethisinformation to
complement the more systematic forms of gathering feedback discussed earlier.

Forma methods frequently used to gather customer feedback include focus groups, mail-back
postcards included with materials you send to your customers, mail surveys, telephone surveys,
publication evaluation forms; printed or in-person surveys (possibly including computer-assisted
personal interviews or an intercept survey through which you ask every nth customer attending a
function or visiting a facility to participate). Electronic mail will become an important means for
collecting customer feedback as more people gain access to the Internet.

When picking a method, you should consider several factors, such as the types and number of
guestions you will ask. Y our decision aso will be affected by available resources, how fast decision
makers need to have the information, and how representative the findings need to be. The response
rate—the number of customerswho actually answer questions divided by the number contacted for
information — is also an important consideration because it will affect the way you can use findings.
A summary of different methods appears in the table on page 4-12.

If you choose a mail or phone survey, you will need an accurate name, address and/or telephone
number. At times you:ll need to know which EPA programs or services the customer sought or
received, as well as any demographic information available.

Note that several different practices can affect the ratings of various data collection methods:

$ Focusgroups, telephone and in-person surveysrequiretrained staff to conduct proper interviews
and prevent interviewer bias. They can also demonstrate through direct personal contact that the
agency takes customer feedback serioudly.

$ Telephonesurveyscan morereadily accommodate differencesinlanguage andliteracy levelsthan
canmail surveys, but they cannot accommodatelengthy questionnairesor visuals. However, some
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people do not have a telephone, and many who do will refuse to participate in telephone
interviews.

Mail surveys can be longer, since respondents can work at their own pace, but they have the
longest response time and may not reach the intended target.

Mail surveys allow no interviewer bias to creep in, but they offer little ability to probe or ask
complex questions, and may generate ambiguous answers.

Y our advance and follow-up efforts can dramatically improve costs, timeliness, and your ability
to generalize results. Mail surveys can follow up with customers who do not respond initialy.
An advance |etter can increase participation and response rates for mail and tel ephone surveys.
Such letters also allay customers’ concerns about such matters as: how they were selected, why
they have been selected to participate again (if applicable), anonymity, how long it will take them
to answer the questions, and how findings will be used. (See the sample advance letter on the
following page.)



[on your organization’s letterhead]

Mr. John Doe

Alpha, Beta, and Gamma Co., Inc.
555 Main Street

Anywhere, USA 12345

Dear Mr. Doe:

| am writing to let you know that your name has been selected at random to participate in a survey about
business owners experiences with our agency. Y ou are one of a small group of people we are
contacting. Y our feedback can help shape our future direction.

We at [XXX Agency] will take findings from the survey into consideration as we develop our plans for

the next decade. We are committed to incorporating customer viewpoints and recommendations into
our

strategic planning, budgeting, and decision-making while recognizing the need for balancing sometimes

competing and conflicting interests.

| realize that we may have contacted you before to answer similar questions. We are tracking our efforts
to respond to customer concerns, o it is very important to hear from you again. Y ou will not be
identified personaly.

Y ou should receive the survey in the next few days. It will take less than 10 minutes for you to
complete.

| urge you to consider the questions carefully and let us know how we can better serve you. Meanwhile,

if you have any questions, please call 1-800-xxx-xxxx to speak with a staff member on XXX Agency’s

survey team (or someone at YY'Y Consulting, the firm conducting the survey for us).

| thank you in advance for your time and consideration.

Sincerely,

Name
Title of highest possible agency person




Comparison of Feedback Methods

Factor Focus Groups Mail-back Mail-out Survey Telephone Survey In-person Survey Continuous Electronic via
Form* (Every nth Internet
Customer ) **
Cost moderate low moderate moderate high moderate
Convenience for customer to moderate high high moderate moderate moderate high
complete
Length of survey up to 2 hours very short up to 12 pages 12-15 minutes up to 1-1/2 hours mixed very short
Ability to encourage customer to high low moderate high high mixed low
participate
Ability to provide instructions or high low low high high mixed low
explanation to customer
Requires customer to initiate no yes no no no mixed yes
Respondent’ s perception of moderate high moderate moderate moderate moderate not anonymous
anonymity
Types of questions closed- and yesno mostly closed- closed- and open- closed- and open- most closed- can be both
open-ended ended ended ended ended

Opportunity to probe and ask “why” very high limited limited moderate to high high limited limited
questions
Need for accurate list of telephone no no yes yes yes yes no
numbers or addresses
Allows “branching” and skip yes no some yes some some no
pattems* *%
Ability to get quick response moderate no moderate yes moderate moderate high
Response rates high low moderate to high high high moderate low
Extent of likely bias between high high some low low mixed
customers who choose to participate
and those who decline
Ease of dataentry moderate moderate moderate high moderate mixed high
Extent of data clean-up low some moderate low moderate mixed low
Ability to generalize results low low high high moderate to high low

* Refers to feedback forms or postcards distributed at a point of contact with the customers or included among materials sent to a customer.

*x Every nth customer would be contacted using telephone, feedback card or survey form ; therefore “mixed” appears frequently in the table.

il “Branching” is a particular answer to one question that leads to a series of related questions. For example, if a customer cited a product as especialy helpful, a series of questions might try to

ascertain what, exactly, about that product led to the customer’ s opinion; if another customer finds a product especialy irrelevant, a different series of questions might be posed. “Skip patterns’
refer to instructions about which questions to answer and which to skip, depending on the particular answer given to one question.

The Sample



If the number of customers of interest is relatively small, not more than 50, you could contact each
customer to obtain feedback. Thisisthe census approach. In many cases, you provide services or
products to alarge group of customers, perhaps too large for a census approach. In such cases, a
sampling approach is needed, and two options are possible: (1) ajudgment sample, in which you
conscioudy select the customers that you will contact from the entire group served, or (2) a
probabilistic sample, in which customers are picked randomly from the entire group served during
the period of interest (e.g., the past year).

In most cases, it is better to rely on the probabilistic approach. Judgment samples may be biased
because of the way customers are selected. If asampleisbiased, it isimpossible to draw inferences
about the entiregroup of customersserved. Aslong astheresponserateishigh enough, probabilistic
samples are not biased, so inferences can be made about the group as awhole.

Deter mining the Sample Size

If you choose to conduct amail, telephone, or in-person survey, you will need to decide the number
of people selected to participate. To determine this number — the sample size — you should
consider several factors, such asthetotal number of customersserved, theintended use of theresults,
available resources, and time.

The larger the percentage sampled, the more certain you can be that the feedback represents the
results you would have obtained if you had surveyed every customer. The smaller the percentage
sampled, the greater the likelihood that feedback will differ significantly from thosein the master list.

The relationship between sample size and accuracy of findings is due to sampling error, which
indicates the extent to which the sample is different from the entire group under study. In anews
article that reports the President’ s approval rating as 62 percent, plus or minus 5 percent, the “ plus-
or-minus’ value is the sampling error.

To decide the size of the sample, you can either:

. Determine the largest sample size that you can afford and calcul ate the associated sampling
error, or
. Determine the maximum sampling error that isacceptable and then select the sample size that

will produce that level of error.

The sampling error can be estimated through a confidence interval, which specifiesarange of values
within which the true measure is found. Typically, survey results rely on a 95 percent confidence
interval, but lower levels are acceptable, depending on how you plan to use the findings. Popular
mediareportsrarely stipulate confidence intervals, but they areimplied. Again using the President’s
popularity rating as an example, the unstated premiseisthat the analyst is 95 percent certain that the
President’ s popularity is between 57 and 67 percent; that is, 62 percent, plus or minus 5 percentage
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points.

One last thing to consider in determining the sample size is the kinds of comparisons you will make
with survey findings. Many times, analystsareinterested in comparing waysthat different customers
react to various services. These comparisons may involve large vs. small businesses, the general
publicvs. educators, and soforth. If thesecomparisonsareacritical portion of theanaysis, you must
plan for them in the sample design so that enough of each customer type is surveyed to make the
findings meaningful. See Appendix B for additional information on sampling considerations.

Develop the Questions

Checklist for effective questions:

__useshort, value-neutral statements or questions

____usesimplewords

____avoidjargon

__ beclear and easy to understand

___arrange questionsin logical order

___use appropriate response choices (include all possible answers and
minimize overlap among the answers)

___do not use double negatives

__ beupbeat and interesting

____writeto the appropriate reading level (9th grade or less for genera
public; several word processing software packages incorporate a
feature that determines reading level)

___use questions pretested in other surveys whenever possible

__leave out the “nice to know” program/product/service questions not
vital to success

In choosing questions, you should keep two principlesin mind: (1) make sure that the questions and
answers address your objectives and (2) set limits on the length of the survey instrument.

Many sources are available to help develop questionsfor surveys. These include software packages
such as Corporate Pulse (which is available to EPA staff through the Customer Service Program),

prior surveys sponsored by EPA and other agencies, journa articles, and item banks maintained by
some universitiesand survey organizations. When possible, it isbetter to use aprevioudly tested and
validated question, rather than one newly created for the current survey.

Survey questions are generally of two types: open-ended and closed-ended. In open-ended
guestions, the customer creates hisor her own answers. The following are examples of open-ended
guestions:

. Do you have any suggestions for improving service? [IF YES], What are they?
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. How could our organization be more responsive to your concerns?
. Could you please describe the most satisfying experience you’' ve had with our organization?
Closed-ended questions limit the responses a customer can provide. They may include yes/no

answers, categories of responses, rank-ordered responses, or scales. The following are examples
of each type:

Yes/no

In the past 6 months, have you contacted the XYZ office?

1) yes 2) no
Categories
In what kind of community is your business located? Would you say it’s . . .

1) urban 2) suburban 3) rural
Rank order

Of the following items, which 3 are most important to you? Please indicate with a “1" for the most
important, a “2" for the next most important, and a “3" for the third most important.

clean air

clean water

hazardous waste disposal

a minimum level of government regulation

lower taxes

Scale

Please rate your satisfaction with the service you received, using a scale of 1 to 6. “6" means
you are very satisfied, and “1" means you are very dissatisfied.

1 2 3 4 5 6

With closed-ended questions, it isrelatively easy to record and analyze responses, and you will not
receive irrelevant or unintelligible responses. However, you risk “missing the boat.” To illustrate,
suppose you ask the closed-ended questions, “What was the main reason for your visit?,” giving
several possible answers, and 30 percent of your respondents mark “other.” Drawing valid
conclusionsabout why customersvisited would behard. 1f you decideto use closed-ended questions,
pretest them to identify all the likeliest responses to your questions.

In developing closed-ended questions, you should carefully consider the advisability of including
response options such as“don’t know” and “no opinion.” While customers should not beforcedinto
providing responses when they really do not have answers, it is better to find ways to encourage a
response than to let customers default to a neutral position. In mail surveys, you can provide this
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encouragement through instructions; in telephone and in-person surveys, you can encourage
responses by not offering “don’t know” and “no opinion” as response options.

On the other hand, including “not applicable’ as a response is important in mail surveys, so that
customers are able to indicate this when they have not had a particular experience. In asking
guestions about a past event, consider giving a “don’t remember” option. Keep the survey to a
reasonable length by asking only the questions needed to address the issues that prompted your
survey; leave out the “nice to know” questions.

Recognize that open-ended questions will provide a richness of data that can complicate anaysis.
Reducing responsesto afew categoriesthat can be coded, entered into a database, and analyzed can
be difficult. It is probably best to use amix of questions, both closed and open, in most customer
feedback questionnaires.

If you are planning an ongoing or periodically repeated survey, identify afew key program goal sthat
are unlikely to change very soon, and focus your questions on them. Develop questions that will
indicate how well customersthink the goalsarebeing met. Thesekey questions need not be elaborate
or profound, but should be very basic. To effectively compare results over time, you need to use
essentially the same core questionsin your survey on each iteration. 'Y ou will need to avoid making
any major changes to these key questions, whether in wording, scaling, or placement, so be sure to
ask the right questions from the beginning.

Make sure your questions are relevant to your customers. Although this may seem obvious, it is
important to remember. Be particularly wary of questions that may be interesting to ask, but may
only add time and cost while not producing useful information. These questions could be:

. Extraneous questions that do not address the stipulated purposes and objectives of the
feedback activity.
. Questionsthat are subject to misinterpretation. These may have vague words, use unfamiliar

jargon, or could be understood differently by different types of customers.

. Double-barreled questions that embed more than one item, such as “On a scale of 1 to 6,
pleaseindicate how clear and useful the materialsare.” The customer may have one opinion
about clarity and another about usefulness, but is not given an opportunity to distinguish
between them.

. Questions that may upset some respondents. Questions that may seem intrusive, such as
household income, are best when worded neutrally (such asby asking whether the customer’s
household income falls above or below a certain level) and placed at the end of the survey.

. Questions on potentially senditive or offensive matters, especially about cultural, ethnic,
gender, and socioeconomic considerations.
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. Questions that do not elicit responses pointing to specific remedies.

If you don’t ask the right questions in the right way, relatively soon after the service experience,
feedback will not be as useful asit might have been. Also, remember that to compare results over
time you should avoid making major changes to key questions, whether in wording, scale, or order
in the questionnaire.

Thereisno single correct scale to use. However:

. Whenever possible, the same scale should be used throughout a given questionnaire to help
ensure that different responses within a questionnaire can be compared validly.

. Different survey efforts within an organization should use the same scale. To this end, for
national consistency, we would recommend that when using the core questions described
above, you consistently use the same scale of oneto six (1 - 6), whenever possible.

Construct the Questionnaire

No matter what method you use to collect data, all questionnaires follow a similar format:

. Introduction — sets forth the purpose of the survey and guides the customer through the
guestions

. Experience — establishes the customer’ s ability to answer various parts of the questionnaire

. Measurement — asks the person surveyed to characterize his or her experiences, needs and

desires as your customer
. Customer information — gathers data that will be used to classify respondents

Survey questionsshould be presentedinalogical sequence. Many survey expertsbelievethat thefirst
guestion on the survey, more than any other, will determine whether your customer completes or
discards the questionnaire. Starting with afairly ssimple question is a good idea because it suggests
that completing the survey will be neither difficult nor time-consuming. Itisaso advisableto ask a
fairly interesting question to evoke interest.

The next set of questions should focus on matters that the customer is most likely to judge as useful
or salient. Thiscontinuesthe process of drawing the customer in so that he or she becomes engaged
with thinking about the questions being asked and becomes invested in completing the survey.
Grouping questions together that share common themes makes sense because the customer then
focuses on that area of inquiry. Group questions with similar response options. For example,
guestions that have yes/no responses should be together and questions that have scale responses
should be together.



The order of questions should also mirror the thought processes that customers are likely to follow.
For example, questions about experiences with on-site inspections should precede questions about
suggestions to improve those inspections.

Thefinal set of questions should center on those most likely to be sensitive or offensive. These may
include questions about persona characteristics (race, age, income) and unsuitable behaviors.

The final page of the booklet should not have any survey questions. Instead, it should invite the
customer’ scommentsor suggestionsabout anything raised inthe survey or other issuesand concerns.
It should also indicate the address for returning the questionnaire (in case the survey gets separated
from the reply envelope) and, when possible, atoll-free number set up exclusively to receive survey
inquiries.

Mail Surveys. The mail survey hasto do everything you would do if you were with the customer.
It hasto bevisually appealing, have apleasant tone, and be clear while being concise and to the point.
The survey instrument is under the direct control of the customer. Its physical ook will affect the
customer’s willingness to respond; the clarity of the instructions and questions will affect the
customer’ s ability to interpret their meaning.

Single page questionnaires and comment cards should be attractive and easy to read. Longer
guestionnaires should be printed in booklet form, on 11" x 17" paper that isfolded in half and stapled
inthe middleto produce astandard 8 /2" x 11" page. The cover should be visually appealing and use
alogo or other graphic design to interest the customer; no questions should appear onthe cover. Use
of color ink and high-quality paper will add only minor costs to the survey, but can substantially
improve response rates and reduce the cost of follow-up correspondence and tel ephoning by staff or
contractors. The cover should givethetitle of the survey activity and indicate who is conducting it.
Note the Social Security Administration uses brightly colored paper, desk-top publishing to alow
more flexibility in design, and larger print to accommodate the needs of its elderly and disabled
customers.

The methods used to construct the questionnaire are different, depending on the mode of data
collection. Inthe next section we present methods for constructing questionnaires for focus groups,
malil surveys, and tel ephone surveys— the most frequently used forms of data collectionin periodic
surveys.

FocusGroups. Asknowledge about customer surveys has expanded and entered the public domain,
more and more people claim to be conducting “focusgroups.” It isimportant to distinguish between
focus groups based on scientific procedures and understanding of human interactions and casual
discussions among people who share a common interest or concern. Both approaches provide
potentially useful information, but analysts should recognize the difference.

Thekey instrument for afocus group isthe Moderator’ sGuide. Thisisaseriesof questions, probes,
and discussion topicsarrayed in alogical order. The moderator usesthe Guideto elicit opinionsand
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experiences from participants, and to ensure that discussions stay focused as much as possible on the
critical issues.
Typicaly, aModerator’s Guide is organized as follows:

|

|

I T I N

Introductions by moderator and participants

Review of ground rules, such as

* You have been asked here to offer your views and opinions; everyone's participation is
important; the conversation does not need to flow through the moderator, athough the
moderator will manage the group

» Speak one at atime (avoid side conversations)

* Note video taping, audio taping, and observers (as applicable)

» There are no right or wrong answers; consensus not required

» Okay to becriticdl; if you don't like something, say so

All answers are confidential, so speak your mind

Brief explanation of the focus group purpose and introduction of the topic
Definitions

Questions, probes, discussion topics

Closing and thanks

Telephone Surveys. Because customers have no questionnaire in front of them during atelephone
survey, visual apped is not an issue. However, ordering, clarity, and conciseness of questions are
important. It's also important to place the call at appropriate times (e.g., not at dinner time).
Additiondlly, theinterviewer acts as an intermediary between the customer and the questions posed.
With thisin mind, the following principles apply to telephone surveys:

The introduction the customer hears will probably determine whether the customer hangs up.
The introduction should be concise, state the purpose of the call, estimate its length, and assure
confidentiality. Thisisasample:

Hello, my name is [fill in], and I'm with the XXX Agency [or YYY Consulting]. We're
conducting a survey of people who have received materials from the XXX Agency to learn
about their experiences and opinions. Let me assure you that thisis not a sales call, and
that we will keep all information about you and your responses private. We will use the
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information you provide only to help improve XXX Agency' sservices. The survey will take
less than 15 minutes to complete and is purely voluntary. Is this a convenient time, or
should I call you back later?
Because customers will rely on verbal cues and instructions, rather than written ones, questions
should have alimited number of responses (about three or four).

Each question should be relatively short.
Avoid questions that ask the customer to look up information or check with others.
Avoid use of leading questions.

Be sureto read the questions aloud to othersto seeif they make sense. Remember, what works
for the written word does not always work for the spoken.

Complex skip patterns and branching are easily accommodated through computer-assisted
telephone interviewing (CATI) systems. Skip patterns occur when a particular answer to one
guestion means the respondent is not asked certain questions that would otherwise follow;
branching occurs when a particular answer to one question leads to a series of questions
customized to that particular answer.

Rank-order questions are subject to error in telephone interviews in away that they are not for
mail or in-person surveys. Rather than asking acustomer to rank-order alist of, say, eight items,
it is better to ask that person questionsin a series of pairs (“Which is more important to you, X
or Y?'). Alternatively, you can break up thelist into aseries of separate scaled items (“Onascae
of 1to 6, where 1 is extremely important and 6 is not at al important, how do you feel about
X?")

When changing subjects, telephone surveys should cue the customer with transitional language.
To accomplish this shift, use statements such as, “Now, I’ d like to turn to your experiences with

Instructions for the interviewer must be perfectly clear, and the same format should be used
throughout the survey. For example, interviewer instructions are typically enclosed by brackets,
in all capital letters.

For asizabletelephone survey (of say, more than 50 people), use of computer-assisted tel ephone
interviewing (CATI) should be considered. For large studies, CATI will be more cost-effective
and produce more reliable information.

Pretest

A pretest isasmall-scale trial of the instrument and data collection methods. Conducting a pretest
isextremely important because the resultswill allow you to refine the instrument and methods before
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the comprehensive data collection activity begins. It may seem that a pretest is unnecessary if a
survey has been carefully researched and designed. However, even the best plans cannot anticipate
all real-world circumstances.

Results from a pretest can tell the analyst:

» whether the flow of questions is logical and orderly

» whether questions seem relevant and appropriate to the customers

» if customers were able to easily understand and respond to questions

» if response categories are adequate

» whether questions truly reflect the issue that is intended to be measured

A pretest is helpful for cost projections, and also provides information about actual burden (that is,
the amount of time to complete the survey). Thisinformation isessentia for Office of Management
& Budget (OMB) clearance (required for federal agencies, their contractors and cooperative
agreement partners performing surveys of direct benefit to the sponsoring agency). A pretest that
includes more than nine people who are not federal employees also requires OMB clearance.

One of the best ways to conduct a pretest is to randomly select individuals from the target group,
have them complete the survey, and then conduct afocus group session to review their opinions. If,
for example, you intend to conduct atelephone survey, you should recruit customers, bring them to
acentral location where they can be interviewed by telephone, then meet as a group to go over the
draft questionnaire and their experiencesin answering the questions. Pretest participants should not
be selected for the actua survey.

Contingency for Non-Response

Occasiondly, regardless of planning, there will be times when response rates are smply too low for
you to make inferences and recommend action. Inthese cases, it isimportant to have a contingency
plan for non-response. The plan will need to include the additional steps you may need to boost the
level of responses. Some potential steps:

* Reminder Callsor Postcards— If you did not include these stepsinthe original survey plan, you
should consider them if the responseislow. If you did include them in the original plan, it may
be advantageous for you to repeat them.

* Follow-Up Contact with Non-Respondents — Y ou may need to make telephone calls or other
types of personal contact to non-respondentsto identify the reasonsfor their non-response. Find
out if they understood the intent of the survey and the questions, if the questions were relevant
and if there were specific factors that persuaded them not to respond.

* Improve Contact I nformation — It may be that many addresses or phone numbers of the target
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group are incorrect or out-of-date. Updating this information would very likely improve the
response rate. Places to check include the Internet, credit bureaus, and business directories.

* Revise Survey I nstrument — Some questions may make respondentsfeel uncomfortable, soyou
may need to revisetheinstrument. NOTE: If you change the survey instrument significantly, you
may not be able to compare the results received before the change with those received after the
change. You will need to carefully consider the trade off of response rate vs. data validity.

Some of these steps may require agreat deal of effort, time, and money. The group or individual in
charge of the survey will need to carefully consider the various options. If the response rate remains
too low, you may need to wait for abetter time and customer base, or to rely on direct conversations
with customers.

OMB Clearance (EPA Only)

Under the Paperwork Reduction Act of 1995, the U.S. Office of Management and Budget must
approve any federally-sponsored collection of information that asks the same question of more than
nine non-federal respondents. Typicaly referred to as* OMB Clearance,” the processis an exacting
one and demands strict adherence to OMB requirements. For example, if a customer feedback
activity is subject to OMB clearance, the cover of the data collection instrument must contain
standard language and the date on which the clearance expires.

EPA has obtained OMB approval of a generic Information Collection Request (ICR) to conduct
customer satisfaction work. Under this authority, the clearance processis streamlined and the time
for clearance is reduced from as long as 6 months to between 10 and 15 days. Thisgeneric ICR is
availableonly for strictly voluntary collections of opinionsfrom customerswho have experiencewith
the existing product or service.

Appendix C explains the streamlined process and provides several examples. You may request the
fact sheet as a separate electronic document from Patricia Bonner, Director of EPA’s Customer
Service Program (Mail Code 2161). EPA offices may also send her survey instruments for quick
review to ensurethat questionsare properly worded to address customer satisfactionissues. Insome
cases, another information collection request may be more appropriate to use than the generic
clearance mechanism.

Proposed EPA survey packages should be sent for final review to Barbara Willis of the Regulatory
Information Division at EPA Headquarters (Mail Code 2137). She will check the package for
compliance with OMB regulations regarding the generic clearance and review the burden placed on
the public, state officials, tribes, and other non-federal government customers. She will forward to
OMB all survey instruments and the required clearance package.

See Appendix C for more information about specific procedures to follow, forms to complete, and
general information about EPA Customer Feedback OMB Clearance. EPA personnel listed below
may be able to provide additiona information:
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Barbara Willis Pat Bonner

202-260-9453 202-260-0599
202-260-9322 (fax) 202-260-4968 (fax)
willis.bar bara@epamail.epa.gov bonner .patricia@epamail .epa.gov

Model Survey Instruments

Appendix D contains three model surveys prepared by the workgroup that you may use as is, or
modify as desired. The three customer groups targeted are the permit applicants, citizens, and the
delegated authorities. Pleasenote, whilethesearesimilar to previously devel oped permitting surveys
with OMB clearance, those approvals have expired. EPA offices must re-obtain OMB clearance to
use them. These approvals would be available under the above described streamlined process.

Additional Resour ces
The EPA Customer Service Program collects copies of survey instruments, reports, and resulting

plans. These materials are aresource for other EPA offices and staff who want to learn more about
thelr customers.



CONDUCT DATA COLLECTION

No matter what data collection methods you choose, you need adequate planning, training, quality
control, and supervisory practices to ensure that the information collected is.

o timey

e accurate

o efficient

e parsmonious
* rdiable

e vdid

* cogent
Focus Groups

A focus group project typically involves several steps, as discussed below.

To recruit participants, you will need to compose an effective recruitment script. Use this tool to
create dial ogue between the person recruiting participants and the candidate, and to qualify potential
participants, considering factors such as age, socioeconomic status, and race/ethnicity. Thenyouwill
inviteindividual swho meet requirementsto participateinthegroup. Y ou should recruit about twelve
qualified participantsfor each focusgroup. Allowing for last-minute change of plansand illness, the
moderator should expect nine will attend.

Several practices can maximize the efficiency of the recruitment process:

» Wadl beforethe group meets, mail aletter to participantsthat confirmsthe date, time, and location
of the group and states whether the respondentswill be paid for participating. The letter thanks
the participants, gives directions to the focus group facility (including a map) and repeats the
general objectives of the group.

» Also, you may decide to provide transportation to the focus group facility for those who need
it.

* Onthe day of the focus group (or the previous day, if the group is scheduled for the morning),
make a follow-up telephone call to the participants to remind them to attend.

Running a successful focus group aso requires.

» arranging for focus group facilities

* providing video and audio taping equipment or people assigned as recorders

» providing avideo hookup between the room wherethefocus group will meet and theroom where
you (or others) will observe the focus group (if thisis part of the design)

e coordinating participants schedules
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During the focus group, it is a good idea to use both a moderator and an assistant to conduct the
session. The moderator will pose questionsto elicit candid opinions from the participants, keep the
discussion moving, cover al topics in the discussion guide, recognize when participants bring up
valuable new information, and steer the discussion in that direction if warranted. The assistant
supports the moderator as needed, takes notes, and handles logistics.

Mail Surveys

In setting up data collection procedures for a mail survey, a good database is important. The
database should contain, for each customer, a unique identification number, the customer’s
characteristicsrelevant for the sample selection (such as geographic location, size of business, or date
of last contact with your organization), name and address, mail-out date(s), and the date the response
isreceived. This database is atracking system.

A mail survey typically includes several mailings, each of which expertscall a“wave.” Send out each
wave on the same date:

» If you use an advance letter, mail all of them to customers on the same day.

» About aweek later, mail the first questionnaire to all customers. Attach alabel with the unique
identification number to each questionnaire. A cover letter should refer to the advance letter, ask
for cooperation, and (when possible) provide a toll-free number for customers with questions.
The package should also contain aprepaid, pre-addressed envel ope for returning the completed
survey.

» As completed questionnaires come in, record them in the tracking system. As undeliverable
guestionnaires come back (e.g., the customer has moved and left no forwarding address or the
address is incorrect), note this in the tracking system.

» About threeweeks after mailing thefirst questionnaire, send out the second copy to all those who
have not yet responded. A cover letter should note the importance of the study and ask
customersto respond. The second copy of the questionnaire should be adifferent color from the
first version. This distinguishes between the two copies, sends a signal to customers, and aids
efforts to track responses.

The following often help improve response rates:

» the advance letter (if used) should be on official letterhead, with a signature or title that is
meaningful to the customer

» any signed correspondence should use areal signature, rather than a rubber stamp (scanning in
the signature can work well for many letters)
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* usea“live’ stamp (if possible), rather than metered or prepaid postage, to send out the survey

* use “address correction requested” to get information on customers whose surveys cannot be
delivered, then use the corrected information in the next mail-out

* use alarge enough envelope so that the survey booklet does not have to be folded

» establish, when possible, a toll-free number for the duration of the data collection period, and
encourage customers to call with questions or comments

» dlow respondents to fax back the completed survey

» if the budget permits, send out a third mailing via certified mail or using an overnight delivery
service (thisis alast resort and may produce only minimal results)

Datafrom mail surveys must be key-entered or scanned. Itisusually most cost-efficient to wait until
you have a sizable batch of completed surveys before beginning data entry procedures. Be sure to
do a periodic quality check to uncover dataentry errors.

Telephone Surveys

Whether using computer-assisted telephone interviewing technology (CATI) or atraditional paper-
based technique, you must train tel ephone interviewers specifically on the study’ s questionnaire and
data collection procedures. You should cover the following topics during interviewer training
sessions:

» Background and scope of the survey. A project leader givesinterviewers genera information
about the background and scope of the project. She/he explains the types of information to be
collected and how that information will be used.

* Review of the questionnaire. A person responsible for data collection goes through the
guestionnaire and leads an item-by-item discussion.

» Dealing with uncooper ative respondents. Experienced staff lead discussions about ways to
start off the interview right, enlist cooperation, build rapport, and minimize break-offs and non-
responses. Theinterviewerswill alsoreview strategiesfor waysto manage challenging situations.

* Answering customers questions. Some frequent questions:

How was | selected?

What is the survey about?

Who is conducting it?

Who wants to know these answers?
How will the information be used?
How long will this take?
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»  Will I beidentified?
» How do | know you are not some con?

* Quality control procedures. Project leaders monitor such matters as posing questions
accurately, tone, courtesy, responsiveness to customers concerns throughout the survey, and
reviewing these procedures with interviewers. Telephone interviews for any sizable study are
usualy conducted using Computer-Assisted Telephone Interviewing (CATI) technology. CATI
systems:

» greatly reduce the possibility of mistakes
» ensure accurate recording of the survey response
» ingtantly establish atracking system and arecord of each call

» provide significant improvements in quality control and efficiency, and alow complex
branching and skip patterns

Electronic Feedback

As access to the Internet spreads, electronic communication will become an important method for
gathering customer input. You can easily collect feedback by asking Web page visitors a few
guestions, inviting granteesto complete comment forms and submit them electronically, and through
on-line discussionsin “chat rooms.”

E-malil surveys are one of the fastest and least intrusive means for gathering customer feedback. Up
to 50 percent of the responses are received within 24 hours. They are also cheaper to conduct since
you pay no interviewers, or printing and distribution costs. In addition, since e-mail is generally not
routed through others, the survey will get to the intended individual. However, respondents are not
anonymous.






" Customer Service in

Chapter 5
Responding to Feedback

This chapter offers methods to analyze and present the data received under
a feedback and measurement effort so that meaningful results can be
determined and acted upon.

Now that you've collected customer feedback, you need to understand the data and respond
appropriately to what the datais telling you. So:

v ANALYZE the data

v ACT ontheresults



ANALYZE THE DATA

Figure4.2 in Chapter 4 described the steps you should take for establishing the purposes of customer
feedback. These stepsincluded preparing an analysisplan and identifying the productsyour feedback
project would produce. However, you can modify your framework for analyzing findingsat any time.
Y our analysisplan should specify how your organization will analyzethe survey responsesto produce
the desired products. This plan ensures that your data will answer the overarching questions being
posed, and that you do not gather extraneous data. It also sets expectations about the kinds of
information that will result from customer feedback.

Your analysis plan should: (1) designate the dependent and independent variables and (2) identify
theunit of analysis. Dependent variables are the phenomenayou areinvestigating. Inthiscase, the
dependent variable probably will be the degree of customer satisfaction with a specific product or
service. Independent variables help explain the dependent variable data you collect. For example,
they may include differences in the product or service provided (e.g., customers were consistently
more satisfied with one service than with another), variety in the frequency and type of interaction,
or differencesamong customers(e.g., educators, students, local plannersand small businessowners).
Theunit of analysisiswhat you are studying. In customer feedback surveys, the unit of analysiswill,
inmost cases, betheindividual person served. When you use continuous feedback methods, the unit
of analysiswill generaly be theindividua customer transaction.

Data Clean-up

Once you have set up the database and entered all data, you must review the data and prepare it for
analyss. This may involve severa activities, such as deleting cases that |eft all answers blank on a
malil survey and coding open-ended responsesinto categories. Generally, thisisthetimeto run aset
of frequenciesto show the number of yes and no responses to each question and the total number of
responses of all kinds to each question. This quick analysis gives you a rough check on the
compl eteness and accuracy of your data (the total number of responses to any one question cannot
exceed thetotal number of respondentsand will rarely differ greatly fromthetotal responsesfor each
of the other questions). Frequenciesflag out-of-range values(i.e., responsesto one question that are
so different from responses to similar questions that you doubt their accuracy).

Types of Data and Analyses

Data from focus groups tend to be qualitative in nature. Analysts may tabulate data from focus
groups, such as “X percent of the participants expressed satisfaction.” You should treat these
numbers cautiously and not generalize them to the full set of customers because focus groupsusually
have a small number of participants who may have been recruited because they had specific
experiences or characteristics. 'Y ou may review transcripts from focus groupsto detect patternsand
inconsistencies or you may apply more rigorous content analysis.

For mail and telephone surveys, you can produce a variety of statistics:
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» Descriptionsof central tendencies, such asthemean (theaverageva ue), median (themiddlevalue
- half are larger and half are smaller), or mode (the most frequently occurring value).

» Other descriptive statistics, such as frequencies, percentiles, and percentages. In customer
satisfaction surveys, the most commonly reported result is the percentage of respondents who
expressed satisfaction with a specific aspect of their interaction with your organization.

» Cross-tabulations that array independent variables against the dependent variable (for example,
type of customer displayed against a summary measure of customer satisfaction, such as the
percentage of customers of each type who reported being satisfied with the product or service
they received).

* Multi-variate statistics—such asfactor analysis, analysis of variance, and regression analysis—to
determine the relationship between and among selected variables.

» Chi-square, z scores, t-tests, and other statistics to determine statistical significance.

* Time-series and trend analyses to determine long-term changes, seasonal, and cyclical patterns
in the data.

In most cases, focusing on bullet items 2 and 3 above will meet all your needs and expectations.
Analysis. An Example

Thefollowing example demonstrates how you might analyze datafrom customer feedback. Suppose
your organization has distributed several thousand copies of the ABC Booklet, and you asked a
sample of 450 customers this question:

Onascaleof 1to 6 where 1 represents” highly dissatisfied” and 6 represents* highly satisfied,”
how would you rate your satisfaction with the ABC bookl et you received fromour organization?

The most straightforward way to analyze the responsesisto provide the average score, which in this
caseis 3.5. Although an average scoreis a very important piece of information, you can do alot
more with the datafrom your customers. Y ou might begin with afrequency distribution, where you
determine the number and percentage of respondents who gave each score between 1 and 6. Here
IS one way to present that distribution:



Customer Satisfaction with the ABC Booklet (n = 450)
Score Number Percent of those
expressing an opinion
1—highly dissatisfied 42 11
2 27 7
3 122 31
4 132 34
5 38 9
6 —highly satisfied 32 8
Total 393 100
don’t remember receiving the ABC Booklet: 22 (5 percent of 450)
don’t know/no opinion 35 (8 percent of 450)

This example points out severa items you need to consider.

First, of the 450 customers asked this question, 22 did not remember receiving the booklet and 35
said they had no opinion or did not know. We presented this information outside the table because
the analyst decided it was more important to focus attention on those who did have opinions. Thus,
the percentages of those with opinionsis based on the 393 respondents who expressed them. If itis
important to determine the percentage of customers who don’t remember or who have no opinion,
you would cal culate those figures using adenominator of 450—thetotal number who were asked the
guestion. By including the sample size in the table ( “n = 450"), readers can do these calculations,
should they be interested.

Second, the information presented may be at too great alevel of detail for many audience members.
The difference between a“2” and a“3” rating, for example, may not be meaningful for them. Thus,
you want to collapse the information into some smaller number of categories. One possibility isto
create three categories: dissatisfied, neutral, and satisfied. Scoresof 1to 2, 3to 4, and 5to 6 might
be collapsed to create three categories and then report:

Customer Satisfaction with the ABC Booklet (n =450)

Rating Number Percent of those
expressing an opinion

dissatisfied 69 18
neutral 254 65
satisfied 70 18
Total 393 101*

* Total is greater than 100 due to rounding

don’t remember receiving the ABC Booklet: 22 (5 percent of 450)
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don’t know/no opinion 35 (8 percent of 450)

Note that the information can now be grasped much more immediately. It isreasonableto ask: If
you will eventually collapse responses, why give customers six possible answers? Research has
shown that people prefer to have a fairly wide range of responses because they don’t like to be
“forced” into a Procrustean set of options. In addition, analysts may have different approaches to
collapsing categories.

The responsibility for making information manageable and understandable falls to the analyst. It is
theanalyst’ stask to identify sensible waysto collapse categories and to present these decisionsto the
audience (often as afootnote or technical appendix).

Third, asdiscussed in the next section, you should consider how to present thedata. Although these

tables are simple and easy to interpret, compare them to a chart that summarizes the information
instantly.

Customer Satisfaction with the ABC Book

e
==

Satisfied

Fourth, the analysis you anticipated during the planning phase should guide whether you need to do
“subgroup analysis,” which examines whether different kinds of customers have different kinds of
responses. Suppose you want to examine whether educators and representatives of advocacy
organizations have the same or different opinions about the ABC booklet. You could collapse
categories and sort respondents by their status as educators or advocates (to be sure, some
respondents may be both educators and advocates, but for ssimplicity, let’ sassumeyou had customers
indicate their primary role). Y ou might present the findings this way:



Selected Customer's Satisfaction with the ABC Booklet
Advocates

Educators

| | Dissatisfied
B satisfied

. Neutral

Selected Customers’ Satisfaction with the ABC Booklet (n = 450)
Educators Advocates
Rating
Number Percent Number Percent

dissatisfied 27 17 17 16
neutral 94 60 78 73
satisfied 35 22 12 11
Total 156 99* 107 100

* Total islessthan 100 due to rounding

Thistable provides important information, but you might want to present it using charts for the two
separate groups. Y ou could also perform a statistical test to seeif the two groups differ statistically
in their satisfaction with the ABC Booklet.

Fifth, consider the adequacy of your findings. Be sure how strong your findings are before
formulating recommendations. Many factors affect adequacy, such asthe samplesize, responserate,
and objectivity of questions posed — aswell asthe way you will use the findings. With a sufficient
samplesize, agood responserate (morethan 75 percent for mail and telephone surveys, for example),
and questions that are not biased, you can use the information with confidence. OMB requires an
80 percent response rate for survey results to be considered statistically valid. However, when less
than 80 percent of those sampled return questionnaires, the information gathered should still be used
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to improve customer service. Do not ignore the findings.

Let’ ssay that in the above example, an additional 17 small businessownersresponded to your survey.
Thissmall number may makethe sampling error for thisgroup quite high. Nevertheless, pay attention
to the results.

Even if they do not adequately represent the larger group of small business owners who were your
customers, you can still:

> Decide whether the findings are suggestive (rather than definitive). Should your office pay
attention to the concerns suggested by these findings?

> Compare the findings to other similar data. Are small business owners generally pleased or
displeased with other organization products?

> Compare the findings to information your organization gets from continuous feedback
methods. If you call small business owners after providing a service or product, what do they
have to say in those conversations?

> How do the continuous feedback findings compare with the results of this survey?

> Discuss the findings with colleagues. Have they gotten similar reports? Is there a pattern
emerging about small business owners’ level of satisfaction with your organization’s products?

> Raise the findings with program managers, being careful to note that this might be an area
that requires attention to improve customers’ satisfaction with your organization.

> Investigate the findings further. Should you use this as a starting point for more in-depth
discussions with small business owners? Should you conduct focus groups to see how
products could produce higher levels of satisfaction?

Onefina comment on thisexample. Y our organization may have customer bases much smaller than
the thousands used in the example. If your customer base is quite small, you should decide whether
a statistical sample and quantitative survey is viable, since other techniques may be more suited for
your purposes. If you decide to go ahead with aquantitative survey, recognize that the analysesyou
conduct should be carefully considered and constructed. If, for instance, you have 500 customersand
survey 100 of them, you can perform the same analyses as in the example above, but you should
examine the frequency distribution first. In an extreme case, let’s assume that 10 of your 100
respondents gave a score of “0,” 60 gave a score of “3,” and 30 gave a score of “6.” Although the
average score of 3.0 may be closeto the average of 3.5 in the example, the distribution of responses
isvery different.

Sixth, you need to consider how past responses compare with the new responses, and ensurethat you
can compare the most current results with those you expect from future questionnaires. Thisistime
series or trends analysis and is vital to measuring change.



Driver Analysis

One useful approach in customer researchis driver analysis, which identifies the service or services
that most significantly affect respondents satisfaction. Driver analysis can help you prioritize
findings, which isimportant because customer feedback efforts often yield more information than an
organization can deal with. Also, managersoften don’t have enough resourcesto adequately improve
al areas receiving low satisfaction ratings. Driver analysis enables you to identify which areas
deserve the highest levels of attention.

As an example, let’s assume that you are assessing three ways of providing information: by
telephone, by mail, and through published materials. By analyzing customer feedback, you can
identify which method results in the highest satisfaction rates. Thisisthe delivery system that most
strongly “drives’ satisfaction with the program’ sinformation services. Whenyouidentify the method
that significantly affects satisfaction, additional analysis can determine which factor within that
method most significantly affects satisfaction. Continuing with the example, let’s assume that you
identify “information received by telephone” asthe method producing highest satisfaction. Digging
down another level, you can use driver analysis to identify the factor that most affects the
respondent’ sopinion. Suchfactorsmay include: theaccuracy of theinformation, the courtesy shown
by the employee, or the accessibility of the correct person to answer the question. Identifying the
driver in thisway greatly enhances a manager’s ability to set priorities for improvements.

Y ou will usetwo primary analytical techniques, stated importance and derived importance, in driver
anayss.

Stated impor tance uses respondents’ answersto specific questions regarding the importance of the
services. Simply ask the respondent to rank or rate items on a prescribed scale (as from 1 to 6)
according to their importance.

Derived importance uses multi-variate analysis to identify the most important factors affecting
satisfaction. Inshort, theoverall level of satisfaction with the organizationiscompared to satisfaction
levels of particular products or services received. Driver analysis will identify the degree to which
variation in the overal level of satisfaction is explained by the variation in the product or service
received. Thoseindividual products or servicesthat most adequately explain the variation in overal
satisfaction are the drivers.

Presenting the Data

Before presenting the data, you must remove all identifying information. To ensure credibility and
confidentiality, you should never present findings that could be used to identify a specific customer.
Typicaly, youwould strip names, addresses, and tel ephone numbersfrom the analytical database and
keep them in a separate file that includes the unique identification number assigned during data
collection. If ever warranted, you can link the file with identifying information through the
identification numbers.



Most people want the “bottom line,” presented as succinctly and clearly as possible. Therefore,
consider presenting your survey resultsin simple, straightforward waysto most audiences, saving the
mathematical detailsfor an appendix or supplementary briefing. Many audience memberswant abrief
summary of the study’s findings. Two pages of text, with key findings presented as bullets, are
usualy sufficient.

Color bar graphs, pie charts and other illustrations can display your findings in a powerful way,
making it easy for your audience to grasp information.

Making Recommendations Based on the Data

Your customers may suggest many potential improvements or enhancements to your permitting
program. Y ou probably should reducethelist to those that will most directly affect overall customer
satisfaction. Most organizations have limited staff and other resources, so practical considerations
must guide their choices. Usually, three to five targeted improvements are sufficient. Sometimes,
a single improvement can have a major impact.

Y ou will haveto consider your organization’s own capacity for action. However, it isimportant to
do something. Otherwise, customers may feel that they wasted time providing input that you didn’t
value.

Recognize too, that not everyone will be ready for the feedback results. Presenting them can raise
senditive issues within your organization. Some co-workers may feel threatened by anything but
glowing results.  Some may question the credibility of the findings, especially if they build logically
to recommendations for changes that affect them.

To get buy-in and use the results to influence change, results must be honest, and presented in a
constructive way that emphasizes the positives. Results, findings and recommendations should be
presented as opportunities for improvement. If the survey cannot be used to influence change or
improvement, it did not meet its objective, no matter how carefully the feedback activity was
conducted.

Presenting Recommendations - Using Graphics

Remember, at least 70 percent of your message is visual, so take advantage of how people absorb
information. Use the right visuals to communicate your message.

e emphasize main numerica facts

* uncover facts, trends, comparisons and rel ationships that might be overlooked intext or table
* summarize, group or segment (stratify) data

* add variety and interest to text, tables and briefings



It's best to use pie charts to display components or parts of awhole. Useline chartsif you want to
show independent or cumulative values when:

» your data cover along period of time and several series are compared on one chart
* you want to show change, not quantity

* toexhibit trends

* to show relationships

Do not use column charts for comparing several data sets, for showing data with many plottings, or
to show many components. Finaly, use picture graphs to demonstrate concepts or ideas.

ACT ONTHE RESULTS
Isthisthe beginning or the end of the process?

When your efforts to collect customer data appear to be coming to a close, your real work may just
be starting! If this is the first time your organization has collected and analyzed customer data
systematically, you are probably discovering awhole new world of information. Depending on the
feedback method you have chosen, you may have created abaseline of information that characterizes
how your customers evaluate your products and services. Y ou may wish to repeat the same process
again, to measure improvements against the baseline.

Customers will expect you to not only act on their feedback, but also to tell them what you have
done. At the sametime, your organization will want to make the best use of the information it paid
to collect. Therefore, this next stage of the process is vitally important to the success of the final
phase—action planning and implementation.

How do you decide what to do with the feedback you receive?

Once you receive and analyze the feedback, most people will be anxious to know the results. How
did we do? What's the bottom line? Work hard to avoid giving answers that over-smplify the
feedback you have received. Depending on the methodology you used, you may have an average
score or rating to report. However, your information probably will provide a wealth of additional
insights about how your customers view the products and services they have received from your
organization.

How good is good enough?

That isavery hard question to answer. Infact, the only real way to answer it isto say “it depends.”
For example, isan average score of 4.9 on a 6-point scale agood score? If last year’ s average score
was 2.5, you may have reason to celebrate. For one thing, your score nearly doubled. Even better,
it leaped from the dissatisfied range to the middle of the satisfied range. However, you may want to
look deeper: how do your customers rate others who provide similar services? Isthat organization
getting ratings above or below the 4.9? And what about the distribution of ratings—are some
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customers till rating you below a 3.0 while some arerating you above a5.5? Arethe more positive
ratings obscuring the negative ones? If so, you still may have customers out there who are sharply
critical of your products and services.

Setting acceptable goals for customer satisfaction ratings is a decision that each organization must
make for itself. Keep in mind, however, that leading service organizations:

» Target overall satisfaction scores at the upper end of the scale. On a6 point scale, that should
be a5.0, and in very competitive environs it may even be at the 5.5 level or higher.

* View any lessthan-satisfied ratings as being unacceptable because they indicate an opportunity
for dissatisfied customers to quickly convey their dissatisfaction by word of mouth. Inthelong
run, that can undermine your efforts to achieve a reputation for service and product excellence.

How do we know what to work on first?

Many organizations are overwhelmed with the amount of information they receive from customers.
This is especidly true if a survey instrument is lengthy, or if the results contain many open-ended
commentsand ideas. Decision makers, particularly at more senior executive levels, arelikely to ask:
What do we do first? What improvements will yield the best improvement in overall customer
satisfaction? What investments are worth making?

During the planning phase, you, your colleagues, and managerswill haveidentified potential methods
and procedures for acting on the results of customer feedback activities.

Recovery. Be prepared to hear from customers who report a negative experience with your
organization. Set up aquick alert and response mechanism for any such case. (That may require a
specia question asking whether the respondent is willing to be identified and contacted for follow-
up.) A quick responseis avery positive way to convert a negative impression into a positive one.

Report. Even if the primary means for action is an oral briefing, having written documentation for
otherstoread and refer toisagood idea. It also createsahistorical record for tracking changes over
time. Most people will want to see graphics and summary tables. Reports may include an executive
summary, a description of the study objectives and data collection methods, a comprehensive
investigation of findings (illustrated with graphs and tables), and conclusions and recommendations.
To keep the report at a reasonable length, you can present supplementary material in appendices.

Brief. Action planning workshopsget management’ sattention. Gather decision makerstogether and
go over the findings with a verbal presentation. Software graphics packages can help make the
briefinginteresting andinformative. Conducting adry runbeforeyour presentation helpswithtiming,
pacing, and finding out how well you can verbally communicate your written findings. Hard-copy
handouts give participants a tangible reminder of the information conveyed.



Prioritize. Try to package the information so that it leads the audience or reader to a series of
practical actionsthat fit logically. Acting on results may be more successful if several smaller action
plans are developed that contain three to five steps, rather than one large plan that may appear
overwhelming.

Communicate. In addition to briefing management, it is a good idea to communicate results to
others. Sending athank-you letter to focus group participants and customers should note what your
organization learned and what will be done with the findings. Y our employees are often eager to
learn what customers have said, so results should be summarized and distributed widely.

Improve. There is no reason to dlicit customer feedback unless you will use the information to
improve your organization’ s processes, services, or products. Recognize that some employees may
be excited about possible changes, yet othersthreatened and resistant. The best way to use customer
feedback may be to develop and define action plans. They are most likely to be successful when
“owners’ of each issue:

areidentified and included

help assess their activities and customers’ feedback

participate in review and strategy sessions

havean opportunity to discussconcernsand shortcomingsin nonthreatening, non-confrontational
environs.

Enhance. Sometimes customers are satisfied, but want the agency to do more. This must be seen
as an opportunity to enhance products or services.

Reward. Conducting customer feedback activities can be exciting and worthwhile; the process can
also be exhausting and threatening. Be certain that you recognize and reward the efforts of staff and
customers who made the activity possible. Rewards can take the form of public acknowledgment,
mention in performance reviews, and attention to findings.

Plan. Use customer feedback to see what worked well and what could be improved the next time
around. Identify aspects that facilitated or impeded achieving the project’s objectives, including
aspects of planning, data collection, analysis, and development of findings.

Feed Results into the Strategic Plan and GPRA Goals and Planning Activities. Recent
management initiatives, including the President’s directives on strategic planning, reinvention, and
customer serviceimprovement, and the Government Performance and Results Act (GPRA), suggest
that customer data be included in performance data. To address these needs, quantitative datafrom
surveys and trend data accumulated from on-going feedback mechanisms may be most useful. You
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can use focus groups and other qualitative datato clarify customers' views.

Asgovernment agenciesgo about “reinventing” programsto meet customers' needsand expectations
and to comply with the requirements of GPRA, managers will need to develop customer-based
performance goal s and indicators to assess progress. The basic way to do thisisto get input directly
from customers.






Chapter 6
Maintaining Good
Customer Service

Customer Service in

This chapter of the Toolkit discusses some of the ways an organization can
keep its customer service program effective and viable.

Maintaining an effective and viabl e customer service program requiresyou to pay attention to several
factors. Y ou can-t achieve good customer service by implementing aone-timeinitiative. It requires
you to institutionalize the basic tenets and values of customer service throughout your organization
— and to regularly reinforce them. Some of the key elements that we recommend:

 Establish a customer-driven organizational culture. Make sure
that the benefits of customer service are understood and appreciated
throughout your organization, that al| staff feel empoweredto practice
and improve customer service, and that customer service
accountability, recognition, and award systems are in place. Your
organization should have a customer-oriented mission, vision, and
organizational values. Y our organization-s commitment needs to be
visible and obvious to your staff. You can accomplish this through:
posters, placing customer service on meeting agenda, regular LAN or
e-mail messages, etc. You may need to assess staff attitudes and
assumptions about customer service within your organization and
appropriate corrective steps.

1 Maintain management support and commitment. Management
must commit the necessary resources to customer service. The
organizationrs strategic planning documents, such as a permit
program:s annual operating plan, should reflect a commitment to
customer service. Your organization-s policies and practices should
be flexible, adoptive and resilient.

d Know the processes and tools of customer service. Managers and
staff need the skills to implement customer service programs and
maintain/improve customer satisfaction. Below is a service skills
matrix devel oped by and included here with the permission of, Macro
International, Inc. of Calverton, Md., to define the desired skills.
Training programs can help your staff understand why customer
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serviceisimportant and how to achieve customer satisfaction in your
organization. A major telecommunicationscompany hasreported that
customer satisfaction rose from 75 percent to 93 percent after its staff
received customer service training. EPA has developed a training
program that includes a 2-1/2 hour introductory workshop and six
additional modules tailored to specific situations. EPA staff are
conducting these workshops around the country. The introductory
workshop, entitled “Forging the Links,” encourages participants to
unleash their creativity to enhance EPA customer service. The six
additional modulesareentitled: “ The Leader in Each of Us;” “Moving
From Conflict to Collaboration;” “Proactive Listening;” “Clarifying
Customer Expectations;” “Resolving Customer Dissatisfaction;” and
“Influencing for Win-Win Outcomes.” These modules help EPA staff
develop and use the personal skills they need to provide outstanding
customer service. You can obtain more information on this training
by contacting Petricia Bonner at EPA Headquarters, telephone
number (202) 260-0599.

Establish accountability for customer satisfaction. Managersand
staff need to understand and be held accountable for implementing
customer service programs. The most direct way to accomplish this
is through performance standards and performance appraisals.

Keep in touch with your customers. Regularly request, evaluate,
and respond to your customers needs. Thismeansobtaining feedback
through any of the approaches described earlier in this toolkit.
Respond as appropriate and keep them informed of improvements
designed to meet their needs. A Web page or newsdl etter are excellent
vehicles to reach your customers with such information.

I nstitute appropriate incentives, particularly recognition and/or
award programs. Staff excellence in customer service needs to be
promoted, recognized, and reinforced. Incentives can range from
letters of appreciation to cash award programs. We recommend the
book, A1001 Ways to Reward Employees,” by Bob Nelson, as an
information source for creative incentive programs.



Service Skills Matrix

SKILLS, KNOWLEDGE & ABILITIES

HANDLING CUSTOMER INTERACTIONS

Ability to define customers

Knowledge of what customers expect

Skillsin providing responsive service to customers

Knowledge of how behaviors trigger productive and unproductive
customer interactions

Skillsin reducing stress in tense customer interactions

Skills for resolving difficulties with angry customers

Customer problem-solving skills

Ability to respond to verbal attacks

Skillsin saying ‘no’ to customersin a productive way

MANAGERS &
SUPERVISORS
EMPLOYEES

X | X | XX
X | X | XX

X | X | XXX
X | X | XXX



Customer Service
Skills Matrix
(Continued)

SKILLS, KNOWLEDGE & ABILITIES

MANAGERS &
SUPERVISORS
EMPLOYEES

COACHING & MOTIVATING CUSTOMER SERVICE
BEHAVIORS

Ability to create and communicate specific, measurable, customer-
focused performance

Ability to establish customer service performance standards for
employees

Skillsin delivering effective, constructive feedback to employees
about their customer service skills

Ability to identify and evaluate performance problems, and to
determine how and when to take corrective action

Ability to reinforce desired staff behaviors with customers

MANAGING CUSTOMER SERVICE IMPROVEMENT

Knowledge of what drives customer “loyalty” in the context of
public organizations

Skillsin analyzing customer transactions (cycles of service)

Ability to gather, analyze, and respond to customer feedback

Ability to use customer feedback to improve service processes

Ability to establish “ service recoveries’

Ability to determine appropriate levels of service delivery
empowerment for subordinate employees

X | X | XXX




Customer Service

(%))
Skills Matrix o Z &
(Continued) g% %J
< |
25 =
SKILLS, KNOWLEDGE & ABILITIES 20 w
USING CUSTOMER FEEDBACK
Skillsin using focus groups in the context of customer service X
improvement efforts
GATHERING CUSTOMER FEEDBACK
Skillsin developing surveys, interviews, and other methods for X

obtaining specific, actionable, and timely data

Ability to administer a survey and interview processes

Ability to analyze and report customer service data

Ability to interview customers to obtain feedback







Chapter 7
Customer Service
In Action

! Customer Service in

This chapter of the Toolkit offers some examples of what
environmental agencies are doing to improve customer satisfaction.

I ntroduction

ThisToolkit presentsan approach to devel oping world classcustomer servicein permitting programs.
While we have described a process, and hopefully given you the tools to identify and evaluate your
customers: needs, we cannot prescribe the right solutions for your organization. Nevertheless, we
believeitisuseful to offer somereal-world examplesof what organizationslikeyoursaredoing. This
chapter may inspire you as to what=s possible, and give you some leads on whom you may contact
for further information.

Thisis by no means an exhaustive account of what is happening across the country and it may not
be completely up-to-date, but wethink it reflects some of the moreinteresting and innovative efforts
weve learned about during our work.

Permit Assistance/l nformation Center

States offer a variety of assistance to permit applicants and citizens who want help with permit

information and application processing. The most common approach was establishing either apermit
information center or a designated coordinator to serve as asingle point of access to the regulatory

agency.

Permit assistance offered by one or more states:

$ Answering genera phone inquiries and referring, as needed, to the appropriate program
permitting staff [Maryland, Missouri, North Carolinal

$ Helping the permit applicant identify the types of permits, certifications, or approvalsit needs
[North Carolina, Oklahoma, Vermont]

$ Coordinating pre-application meetings between the permit applicant and the program offices
[Maryland, Missouri]

$ Helping the permit applicant evaluate alternative permitting processes [V ermont]



$ Serving asarepository for al permit information; distributing guidance materials, permit
assistance directory, and application forms for easy distribution to the public [North Carolinal

$ Establishing atracking system that provides the public/applicant with fast information on the
status of permit applications [Maryland]

Stakeholders Early Participation in the Permit Process

Citizens often believe agencies make major decisions on apermit long before they seek public input,
or that the public doesn’t have enough time to properly evaluate a permit application.

They may raise issues a the draft permit stage that could have been more readily, and less
expensively, resolved earlier in the process. To respond to these concerns, some organizations are
soliciting earlier stakeholder involvement than typically occurs.

For example, EPA Region 2 implemented a Permit Complaint System Policy with enhanced
stakeholder communication procedures. The policy includes enhanced public access to permit
information, including Internet access, mailings to stakeholders on a permit-specific basis, early
identification of issues, and expedited complaint resolution earlier in the permit process than
prescribed under regulation.

Among states, Connecticut and Maine established an early public involvement program to seek input
from the permit applicant and public at the beginning of the permit process. Under Connecticut=s
Early Public Participation Program, a public notice informs citizens that the agency hasreceived a
completed permit application. Citizens may request a public meeting to discuss the proposed
application before any decision is made by the agency. In Mainess case, ateam of project managers
meets with potential applicants at the early stages of the permitting process. This pre-application
meeting allows both parties to identify any applicable regulations, and even analyze and resolve
potential issues before the officia application is filed with the regulatory agency.

While Connecticut and Maine seek all stakeholders input on the permit application process, South
Dakota seeksinput from the public and the regulated community on proposed new regulations. The
goal isto seek early input from all stakeholdersfor applicability, practicality and enforceability before
rules are promulgated.

Plain Language

The federal government is working to improve the clarity of regulatory language in its letters and
communications by using plain English. In a similar effort, South Dakota has a “Plain English”
program underway. Under this program, South Dakotarswritten and oral communications are made
easier to understand than the usual bureaucratic or technical jargon. Through this program, even
enforcement letters are written in ssmple language so that violators better understand what needsto
be done. South Dakota believes using plain English helps small business owners better understand
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what the agency isdoing, what it requires, and what servicesit offers. 1t may even boost compliance.
Permit Processing/l ssuance Timeframes

Currently, most permit applicants don-t know when an agency will make a decision on their permit.
Such unpredictability may create the perception that the state is not responsive to the needs of the
business, which, in turn, creates frustration on both sides.

Consistent with one of EPA:s aforementioned customer service standards for permitting, severa
states have passed laws requiring their agencies to establish time frames for processing permit
applicationsand issuing certain fina permits. Maine, Maryland, Hawaii, and Vermont have set either
a“guaranteed” or atargeted “goa” timelineontheir permit decision processes. The*goal” takesinto
account a number of factors, including complexity of the permitting process, extent of public
involvement, permit backlogs, or lack of program resources.

For most magjor permits, Maryland, requires agencies to establish money-back guarantees of permit
application feesif they fail to issue permit decisions by the dates promised. In Hawaii, the permitis
automatically approved if the agency fails to act within the prescribed time.

Other states, including Oklahoma and Connecticut, have set permitting timeframes without
legidation. They have established permitting timeline goals for regulated communities. The states
say this approach has reduced permit processing timeframes and, consequently, improved customer
satisfaction.

To measure the success of its agency in meeting the established timelines, Vermont's legidature
required the Vermont Department of Environmental Conservation to generate annual reportson how
they are doing and ways to correct problems.

Maryland requiresits program officesto generate success reports on adherence to permit processing
timeframes.

Customer Satisfaction Surveys

Several states are conducting surveysto assesstheir customers satisfaction. Maine, Oklahoma, and
Delawareuse mail surveysto assess satisfaction with their staff’ scourtesy, timeliness, knowledgeand
quality of service. Missouri, North Carolina and Vermont surveys measure satisfaction with the
permitting process. These agencies include a customer survey with each individual permit.

Whilethe above-mentioned states primarily survey their external customers, Wisconsin a so conducts
internal surveys of its permitting staff for continuous quality improvement of its processes. They
gather information on how and what data are used for permitting decisions. Wisconsin believesthat,
by understanding staff needs, they will enable the state to focus on specific areasi ssues, which should
improve service to their external customers.

While most of the states conducted surveysannually, Vermont experienced some poor responserates
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and has decided to revamp its processes. One option may be conducting a more intensive effort, but
less frequently.

I ncentive/Awar d/Reward Programs

EPA Region 6 has implemented an innovative and effective employee recognition system for
excellencein customer service. Itincludesinitiativessuch asPeer Recognition Certificateswithtime
off awards, a Monthly Customer Service Awards program, the Regional Administrator’s Annual
Customer Service Award, the Division Director Customer Service Awards, and a Mystery Caller
awards program to improve voice mail messages.

Delaware implemented monthly Customer Service Awards to recognize staff for providing
outstanding service to internal and externa customers. Monthly award recipients are selected by
customer service representatives from each of the division-s sections.



APPENDICES
- - ---__________________________________

A: Interna Control Procedures

B: Sampling
 TheBasics
* Moreon Sample Size

C: OMB Clearance

D: Modd Surveys
* Applicant Permitting
» Citizens Permitting
» Delegated Authority Permitting






Appendix A: EPA Internal Control Procedures

Internal Controls Ensure the Integrity of Survey Data and Results

The U.S. Genera Accounting Office and OMB haveissued Internal Control Standards that apply to
al operations and administrative functions, thus ensuring the quality, reliability and integrity of
information we use for decision making. These standards and techniques, found in anumber of laws
and requirements, apply to the collection, administration and reporting of customer survey results
and other forms of data used for performance measurement, verification, planning and management
action. Developing internal control procedures is good business practice and important in our role
as public servants. What constitutes an effective control system varies with your circumstances.
While controls may be as routine as second party reviews or limiting access to the data, they should
provide reasonable assurance that you will reliably and cost-effectively accomplish the survey’s
objectives. Any audits, evaluationsor verificationsof your datawill usually start with an examination
of internal control systems.

Some Specific Control Standards and Techniques

Management must provide reasonable assurance and a supportive attitude to protect assets
(information) against waste, loss, unauthorized use, and misapplication. Supporting documentation
should be clear and available for examination. Management controls should be logical, applicable,
reasonably complete, efficient and effectivein accomplishing management objectives. Managersand
employees must have professional and personal integrity and are obligated to support the ethics
program and maintain a level of competence that alows them to accomplish their assigned duties.
M anagers should ensure that appropriate authority, responsibility, and accountability are defined and
delegated and that an appropriate organizational structure is established to effectively carry out
program responsibilities. Managers should spread key duties and responsibilities in authorizing,
processing, recording, and reviewing officia information to avoid concentration of power and to
discourage abuse of authority. Access to assets and records should be secured and limited to
authorized personnel, with custody assigned and maintained. All program operations, obligationsand
costs should be in compliance with applicable laws and regulations; resources should be used
efficiently and duly authorized.






Appendix B(i): Sampling — The Basics

If you have decided to use asurvey approach for obtaining customer feedback, you need to determine
what sample sizeto use. This Appendix first discusses sample sizes, sampling error, and confidence
intervals — all of which factor into decisions about the sample size. It then presents a table for
determining sample sizes— and tells you step by step how to usethetable. Y ou will also learn how
to randomly select customers for the survey.

What Kinds of Sample Sizes Are We Talking About?

Before we give specific guidelines on how to choose the sample size, we should set some general
expectations. National public opinion polls like the Gallup Poll and the Roper Poll typicaly use
sample sizes of 1,350 to 1,800. These polls use fairly large sample sizes to obtain a result that
represents the entire adult U.S. population, with a sampling error of plus or minus 2.5 to 3 percent.
Such small sampling errorsare needed becausethe pollsoften address matters of national importance.
The decisions made, based in part on the results of these national polls, may be far-reaching, long-
lasting, and affect millions of people.

Y our surveysto obtain customer feedback will be very different. The target group whose opinions
you need will be much smaller: the people who have come to one specific program within alimited
time (e.g., during one year) to request certain products or services. Your target group may be as
large as 500 to 1,000 people (few EPA programsdirectly serve more customersthan that) or assmall
as 50 people or fewer. Furthermore, athough the decisions based on customer feedback are
important, they will probably not be far-reaching and long-lasting. In most cases, you will be asking
these types of questions:

» Should we change a process to reflect customer comments?
e Should we revise some of our written products?
» Should we provide a haf day of customer feedback training to each staff member?

Even if we make the wrong decision based on a customer survey, we should discover our error soon
enough and be able to correct it without irreparable damage.

Based on these considerations, we can tolerate higher sampling errors than those associated with
national surveys like the Gallup poll. We can feel comfortable with sampling errors of 5 percent or
even 10 percent.

Additiondlly, you have relatively small target groups who were served by a specific program during

a defined time period. For this reason, you can use a much smaller sample size than is used in the
Gallup and Roper polls, which seek to accurately capture the opinions of millions of people.
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Sampling Error

“Sampling error” isnormally presented as a percentage with a plus or minus sign in front of it. For
example, thesampling error in one particul ar situation may be + 3.5 percent. That meansthat thetrue
value of a given measure for the entire population—that is, the whole target group you are getting
feedback from—isthe value obtained from your sample of customers, plus or minus 3.5 percent. If
for example, 62.4 percent of your sampled customers are satisfied, the actual percentage of satisfied
customers lies between 58.9 percent (62.4 percent - 3.5 percent) and 65.9 percent (62.4 percent +
3.5 percent).

But that isnot quitetrue. Infact, thereisno reasonable sample size through which we can be certain
that we will obtain the true value for al customers.

Why isthat s0?

The characteristics of the customers in the sample may occasionally be very different from the
characterigtics of the customers not in the sample. In such circumstances, the true value for all
customerswill bevery different from the val ue obtained from the customers surveyed. The only way
to get around this statistical fact isto specify “how certain we want to be” that the true value does,
in fact, fall with a specific range. This degree of certainty is known as the “ confidence level.”
Confidence Level

The*“confidencelevel” indicates how confident we want to bethat thetrue valuelieswithin aspecific
range.

No one confidence level is the “right” one to use. There are many different possible confidence
levels, and only you can decide which confidence level is appropriate for your survey.

Many public opinion surveys use the 95 percent confidence level. That means that you can be 95
percent certain that the true value for all your customers will lie within a specific percentage band
(one equal to the size of the sampling error) around the result you obtain from your sample.

Another confidence level commonly used is the 90 percent confidence level. With a 90 percent
confidence interval, you can be confident that 9 times out of 10, the true value fallswithin the value
obtained from your sample of customers, plus or minus the sampling error. Some analysts use 80
percent confidence intervals.

To decide what confidence level to use, you might want to think of a scale running from 80 to 95,
where 95 representsahigh level of confidence and 80 representsalower level of confidence. Decide
which confidence level to use based on the way you will use your results, how products and services
may be affected by the results, and the frequency with which you will collect additional information
to confirm or revise your findings.
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Determining the Sample Size

Now that we have established appropriate expectationswith regard to sampling error and samplesize,
we will provide you with some guidance on selecting your sample size. Please recognize that there
are severa factors to consider in determining the sample size. The information provided here is
intended to help get you started. Please refer as well to the additional information provided in
Appendix B(i) and Appendix B(ii). If you wish, you may also consult a statistician at EPA. A list
of EPA statisticians showing the EPA Office in which each of these statisticians is located can be
obtained from the Office of the Chief Statistician of EPA within EPA’s Center for Environmental

Information and Statistics by calling 202-260-5244.

Number in Target Group || Sampling Error Confidence Level Sample Size
1000 5 80 141
1000 5 90 214
1000 +5 95 278
500 5 80 124
500 5 90 176
500 +5 95 218
200 5 80 90
200 5 90 116
200 +5 95 132
100 5 80 62
100 5 90 74
100 5 95 80
50 5 80 39
50 5 90 43
50 5 95 45
1000 +10 80 39
1000 +10 90 64
1000 +10 95 88
500 +10 80 38
500 +10 90 60
500 +10 95 81
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200 +10 80 34
200 +10 90 51
200 +10 95 66
100 +10 80 29
100 +10 90 41
100 +10 95 50
50 +10 80 23
50 +10 90 29
50 +10 95 34

The above table is appropriate for simple random sampling (SRS), which is a sampling procedure
based on sampling without replacement. Simple random sampling is the most commonly used
sampling procedure. The table is based on the approximate formula given in Appendix B(ii). This
approximate formulaincludes an adjustment comparabl eto thefinite popul ation correction factor for
each combination of target population and sample size.

The precise formula that can be used instead of this approximate formulais also given in Appendix
B(ii). For adiscussion of the finite population correction factor, see Appendix B(ii).

The procedure described below for randomly selecting asamplefromthefull list of customers served
in a specific period of time is simple random sampling and is therefore consistent with the above
table.

Here’'s How to Use the Above Table

The instructions that follow assume that your survey’s unit of analysis will be the “person served.”

(1) Identify the number of persons you have served in agiven time period. Find that number in the
column labeled “Number in Target Group.”

(2) Select the confidence level that you consider to be the most appropriate given the magnitude of
the decisions that will be made:

» If the decisions to be made using the survey results will be far-reaching, long-lasting and/or
costly, use the 95 percent confident level.

» If thedecisionsto be made using the survey resultswill belessfar-reaching, lesslong- lasting
or less costly, use the 90 percent confidence level.
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» If the decisions to be made using the survey results will have more limited consequences,
mostly in the short-term (e.g., in the next 6-12 months) and the cost implications of the
decisions will be moderate, you may use the 80 percent confidence level.

(3) Select an appropriate sampling error:
» For most EPA customer satisfaction surveys, asampling error of £10% should be acceptable.

» In caseswhere the decision swill require greater certainty and precision, a sampling error of
+5% can be used instead.

(4) Read off the corresponding sample size.

» If thetotal number of customersfalls between two of the values shown above in the column
“Number in Target Group,” you can use interpolation to obtain an initial estimate of the
appropriate sample size.

» Y ou canthen usethe approximate formulafor determining samplesize presented in Appendix
B(ii) to obtain a much better estimate of sample size needed.

» You can stop here and use the approximate sample size obtained in step (4)(b) immediately
above. Or, if youwish, you canusethetrial and error approach described in Appendix B(ii),
or even better, the combined approach, aso presented in Appendix B(ii), to calculate the
precise value for the sample size needed.

Here’s How to Randomly Select a Sample of Customers Once You Have Determined
What Sample Size to Use

Once you have determined the appropriate sample size, you need to randomly select that number of
customers from the total number served in the time period of interest. Hereis a procedure you can
use to make that random selection:

(1) Makeacompletelist of all the persons served in the period of interest for which you already have
(or can obtain, with a reasonable expenditure of effort) the needed contact information (i.e.,
name, plus address or phone number). Put the customers in aphabetical order. Eliminate
duplicates (so that each name appears only once).

(2) Starting at the top of the list, number each name. The result is the “master list” of customers
served. The number next to each name is that person’s “customer number.”

(3) Hereis a computer-based approach for selecting a sample of customers from the master list:
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(@) Youwill use spreadsheet software (such as Lotus 1-2-3 or Excel) to carry out the remaining
steps of this procedure. Before you begin using any particular spreadsheet software, make
sure it hasa“randomize” function. Not all spreadsheets do.

(b) Enter the customer numbers in the second column of the spreadsheet, placing the numbers
in numerical order, one number per row. Leavethefirst column blank. You should have a
spreadsheet with the number of rows equal to the number of customers. In the second
column you should have the numbers “1", “2", “3", and so on (up to the total number of
customers served).

(c) Usethe“randomize” function on the second column of the spreadsheet. The numbersinthe
second column are now in random order.

(d) Enter numbers into the first column of each row. Enter the number “1" into this column in
thefirst row, enter “2" in the second row, and so on. These new numbers are the row labels.

(e) Mark off the number of rows corresponding to the sample size chosen above. For example,
if the sample sizeis 65, mark off the first 65 rows.

(f) The numbers appearing in the second column are the customer numbers for your sample.
Using the master list prepared in step (2) above, read off the names next to these customer
numbers. Place these namesin anew list. These are the people you will contact to answer
the survey questions.

(g) Later, if you have alow response rate to your survey despite reasonable follow-up efforts,
go back to the spreadsheet and mark off the additional number of rows needed to reach the
desired sample size. The numbers appearing in the second column of these additional rows
are the customer numbers for the additional customers to be added to the sample.
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Appendix B(ii): Sampling — More on Sample Size

The Effect of the Response Rate on Sample Size

Theinitial sample size is the number of customers you attempt to contact during the survey. The
final samplesizeisthe actual number of customersfor which responseswerereceived. Theresponse
rate is the percentage of customersincluded in the initial sample for which a usable response was
received. Theresponseratewill vary depending on the kinds of customers being contacted, the kind
of product or service received, the kinds of questions asked in the survey, and so on.

The response rate is amost aways less than 100 percent. The table in Appendix B(i) shows the
approximate sampling error associated with the final sample size. You should always include a
greater number of customersin the initial sample to achieve the desired final sample size.

For periodic surveysthat ask the same or similar questions (in order to measure changesin customer
satisfaction) you can estimateresponse rates based on ratesin previoussurveys. If you are conducting
your survey for thefirst time, you could assume aresponserate of, say, 85 percent when determining
how many customersto select for theinitial sample. |If fewer than 85 percent respond, you can add
more customers to the sample later, using the procedure described in step (3) (g) in on pages 5-6 of
Appendix B(i).

Note, however, that it’ s better to have high response rates and among asmaller number of customers
in the sample. The reason for this is non-response bias. Non-response bias is encountered if the
customerswho did not respond to the survey are significantly different from those who did respond.
Non-response may be due to your inability to reach a specific customer, (e.g., because his or her
telephone number has changed), or may be due to the customer’ s unwillingness to participate in the
survey at al, or to answer one or more questionsin the survey. Because some customerswill answer
some questions but not others, the degree of non-response will vary from question to question on the
survey questionnaire.

Non-response bias is one source of the overall biasin the survey results. Another source of biasis
using a poorly chosen or poorly constructed master list from which we randomly select the sample
of people to be surveyed. One of the best known examples of such biasisaclassic national poll of
likely voters that was conducted by the Literary Digest in 1936, a few days before the presidential
election that year. The poll showed that Alf Landon would win the election. In fact, Franklin
Roosevelt won the election by alandslide. Thereason for the erroneous polling resultswasbias. The
poll was conducted relying primarily on lists of telephone subscribers. Since 1936 was the lowest
point of the Great Depression, many voters could not afford phone service. It turned out that voters
without phones were much more likely to vote for Franklin Roosevelt than those who had them.

Whilethisparticular case givesan unusually dramatic example of bias, any level of non-response (like
any serious systematic errors in preparing the master list) poses potentialy serious problems.
Furthermore, wewon’t know the magnitude of these problemsbecausewe probably won’t know how
the non-respondents differ from those who did respond. After all, we were never ableto gather any
information about them in our survey.
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For thisreason, you should keep non-response ratesto the lowest achievablelevels. Y ou can dothis
by following up with customers who didn’t respond to your first attempt. Only after you' ve made
al reasonable follow-up efforts should you make up the shortfall by selecting additional customers.

An Adjustment Factor

The sampling errors shown in the table presented in Appendix B(i) are approximate. They do not
take into account afactor that, if considered, would result in lower values. Wewill now provideyou
with an adjustment factor that you may use to account for this additional factor and, in so doing,
obtain a more precise value for the sampling error:

An adjustment factor to reflect that the sample result was greater than or less than 50 percent

One significant complication is that the sampling error varies markedly with the magnitude of the
sampling result obtained. By sampling result, we mean, for example, the percentage of customers
in the sample who say they are satisfied with the product or service they received. All else being
equal, the largest sampling error is associated with a degree of satisfaction of exactly 50 percent.
Any higher or lower level of satisfaction will result in alower sampling error. The lowest sampling
error is associated with alevel of satisfaction of 100 percent or O percent.

Here are the specific correction factors you should use for various sample results:

The Sample Result (e.g., the percentage
of customersin the sample who said they
were satisfied with the product or

serviced received) Correction factor
99% i 0.20
98Y0 v 0.28
9590 e 0.44
Q0% e 0.60
B0% e 0.80
TOYO oo 0.92
BOY0 oo 0.98
S0%0 e 1.00 (i.e., no correction)
4090 e 0.98
0% e 0.92
209 e 0.80
10% oo 0.60
5% e 0.44
200 e 0.28
190 i 0.20



Thus, if the survey shows that 90 percent of the customers sampled were satisfied with the product
or servicethey received, then the associated sampling error is obtained by multiplying 0.60 timesthe
sampling error shown in the standard tables (including the table provided in Appendix B(i). Soif the
sampling error shown in the table is £10% for the sample size used, then the actual sampling error
isreally only +6% (= £10% x 0.60).

If the sample result showsthat 80% of the customerswere satisfied, and the sampling error obtained
fromthetablewas+10%, the actual sampling error associated with that specific sampling error would
be +8% (= +10% x 0.80). These are rather significant adjustments.

Sincethelevels of satisfaction likely to be obtained for most EPA products and services arelikely to
be in the range of 80 to 90 percent or more [questionable assumption?], we advise you to take this
adjustment factor into consideration: (1) when calculating sample sizes, and (2) when determining
the actual sampling error associated with a given survey result.

Thereisamajor implication of thisvariation in sampling error. Since the sample result varies from
guestion to question, thereisno one level of sampling error associated with the survey asawhole.
Instead, you will have a different sampling error for each for the response to each question. If
customer satisfaction is closeto 50 percent on one question and close to 100 percent on another, the
sampling error for the second will be much lower than (possibly lessthan half of) the sampling error
for thefirst. The plusor minusfigure given should therefore be different for each result reported (i.e.,
it should be different for each question for which the response is shown). It is common practice,
however, for only onelevel of sampling error to be shown: thismay either be (1) the largest sampling
error associated with any of the results reported or (2) the sampling error that would be obtained in
the worst possible casg, i.e., if the result had been alevel of satisfaction of 50%.

In presenting the results for customer satisfaction surveys conducted at EPA, those preparing the
results may either conform to this common practice or present question-specific sampling errors, as
they prefer. Thelatter can be accomplished by smply stating aplusor minusfigure after each sample
result shown.

For example:
The Question on the
Survey for Which the Result The Degree of
|s Being Reported Satisfaction Reported
Question 1 83% + 8%
Question 2 91% + 6%
Question 3 78% + 9%
Question 4 87% + 8%
Question 5 94% + 5%
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Precise Formula for Calculating the Sampling Error

Here is an alternative approach for (1) estimating the sampling error that will occur in a planned
survey or (2) calculating the actual sampling error associated with a specific result in a completed
survey. Instead of obtaining values of the sampling error from atable (likethat included in Appendix
B(i)) and then applying the necessary adjustment factor(s) presented above in the previous section,
simply calculate the sampling error directly from the precise formula

Here is the precise formulafor calculating the sampling error:

The sampling error = (Z) times the square root of = --------- X =emmeee-

wherep = the sample result (i.e., the percentage of customers who
were satisfied with the product or service they received)

g= 1-p
n= thesamplesize
N = thetota number of customers served

Z = isaconstant coefficient (i.e., multiplier) associated with
the confidence level used. (This must be looked up ina
table in a statistics book). Each of these constantsis
known as the Z-score for that confidence level.

Here are the coefficients (i.e., Z-scores) for the three
confidence levels:

For the 95% confidence level, Z = 1.90
For the 90% confidence level, Z = 1.645

For the 80% confidence level, Z = 1.282

The precise formula presented above is based on the ssmple random sampling (SRS) procedure, in
which the sample is drawn using the sampling without replacement procedure. Simple random
sampling is the most commonly used sampling procedure for use in customer satisfaction surveys
conducted by EPA. It isthe procedure reflected in the table and the discussion of sample selection
presented in Appendix B(i).
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The above formula will give the exact size of the sampling error for any combination of number of
customers served, sample size, sampleresult and confidence level. Using thisformulaautomatically
takes into account the differences in the magnitude of the sampling error due to differencesin the
sample result (which was discussed in the previous section of this Appendix) and also automatically
includes the finite population correction factor, which is discussed in the next section of this
Appendix.

Another Adjustment Factor

The table presented in Appendix B(i) reflects both the sample size (n) and the total number of
customers served (N) in determining the sampling error for any given confidence level you select.
If you consult reference books on statistics or sampling procedures, you may find tables that show
sampling errors for various sample sizes without factoring in the total number of customers served.
In such cases, to get the actual sampling error, you must multiply the sampling error given by an
additional factor known as the finite population correction factor.

The standard sampling techniques were developed for sampling avery large number of people. This
istrue, for example, of surveysof nationa public opinion. The standard formulas and tablesused are
therefore predicated on sampling from avery large pool, onethat is, in practical terms, “as good as
infinite” and is treated by statisticians as though it were infinite.

When the number of people in the target group is much smaller, you should use a correction factor
(one known as the finite population correction factor) to correct for this circumstance. The finite
population correction factor can always be used (its use never gives an incorrect result), but you
generally don’t need it if your sample size is less than about 10 percent of your target group.

If the sample size of customers to be contacted is greater than 10 percent of the total number of
customers served, then you should use the finite population correction factor in calculating the
sampling error. Thesecircumstanceswill apply inalarge percentage of customer satisfaction surveys
conducted by EPA. Luckily, thefinite population correction factor alwaysresultsin alower sampling
error. Therefore, if you are satisfied with the sampling error calculated without using the finite
population correction factor, then thereis no need to useit for that survey, unless you want to know
exactly how much lower the true sampling error is.

The finite population correction factor (FPCF) can be calculated using the following formula:

FPCF = thesquareroot of _(N-n)
(N-1)

where: N = thetotal number of customers served

n = the number of customersin the sample (i.e., the sample size)
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The corrected sampling error isobtained by multiplying the finite population correction factor by the
sampling error obtained from a standard table that considered only sample size and confidence level
(and did not consider the size of the target group (i.e., the total population)). The adjustment factor
becomes more significant asyou increase the percentage of thetarget population you sample. Seethe
following table:

Sample Size as a Fraction (Percentage)

of the Size of the Target Population Approximate Value of the
=n/N Finite Population Correction Factor
LOU0 oo 0.95
2090 oo 0.89
0% oot 0.77
B5O%0 oo 0.71
BOY0 oo 0.63
TOY0 et 0.55
T5%0 e 0.50

As can be seen from the above table, if the sample size is approximately 10 percent of the target
group, then the correction factor is approximately 0.95. Thus, when you sample 10 percent of your
customers, the sampling error will be reduced to 95 percent of what it otherwise would have been
(i.e., the sampling error would be reduced from £10 percent to £9.5 percent).

If you sample 20 percent of the target group, then the correction factor is approximately 0.89 —
reducing the sampling error to 89 percent of what it otherwise would have been (e.g., the sampling
error would be reduced from £10 percent to 8.9 percent).

If you sample 50 percent of the target group, then the adjustment factor will be approximately 0.71
— reducing the sampling error to 71 percent of what it otherwise would have been (e.g., thesampling
error would be reduced from +10 percent to £7.1 percent).

There isageneral rule of thumb used by many statisticians: the finite population correction factor
should be applied whenever the sample sizeis 10 percent or more of the target group from which the
sampleisto be drawn.

Note, however, that using thefinite population correction factor will dwaysgiveyou amore accurate
value for the sampling error. Therefore, you should never be reluctant to use it. Under certain
circumstances (i.e., when the sample size is less than 10 percent of the target population), you can
disregard it (i.e., not apply it) without placing undue adverse effect on the estimated size of the
sampling error.

Note aso that the last element in the precise formula for calculating sampling error given in the
previous section of this Appendix is the finite population correction factor. By using that precise
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formula, you can ensurethat thefinite population correction factor isautomatically takeninto account
when determining the size of the sampling error.

One final technical note: you may have noticed the second column in the table above is labeled the
approximate value of the finite population correction factor. The factors are not exact because we
used the following approximation to calculate the values shown in the second column:

Instead of using the precise formulafor the finite population correction factor:

FPCF =the squareroot of _N - n
N-1

The following approximate formula was used:

FPCF = (approx) = squareroot of _ N - n
N

For most values of N (the size of the target population), the difference between the true value
obtai ned from the preci se formulaand the approximate val ue obtai ned from the approximate formula
isvery small.

A Trial and Error Procedure and An Approximate Formula for Determining Sample
Size

Y ou can use the precise formula given above to determine the sampling error for any combination
of confidence level, number of customers served, and sample size. You can use that same formula
to determine sample size when you know the desired confidence level, the desired maximum level of
sampling error and the number of customersserved. Unfortunately, you can’t useit directly to obtain
sample size in such situations. This is because sample size (n) appears two different places in the
eguation, and the equation can’t be rearranged to solve directly for sample size. Instead, you must
use the precise formulaindirectly to to determine the needed sample size. Y ou can do so asfollows:

(1) Begin by guessing what the needed value of the sample size is. (Any guess will do as a
starting point, although the closer to the true value your guessturnsout to be, the sooner you will
be finished.)

(2) Use that value of the sampling size (i.e., your initial guess) to solve the precise formula
equation for sampling error.

(3)(a) If the value of sampling error you obtain from the formula is less than the maximum
sampling error you are willing to accept, then you should decrease your sample size and solve
the equation again.
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(3)(b) If the value of sampling error you obtain from the formulais greater than the maximum
sampling error you arewilling to accept, then you should increase your sample size and solvethe
equation again.

(4) Continue steps (3)(a) and (3)(b) above until you arrive at the appropriate sample size for the
sampling error you are willing to accept.

The Approximate Formula for Determining Sample Sze

Thetrial and error approach described above will always give you the best possible value for sasmple
size. However, the processfor arriving at that value can be rather tedious. For thisreason, you may
want to use an approximate formula that will give you a sampling error close to the one you would
get from the trial-and-error procedure. This approximate formulaneeds only to be solved once—no
repeated calculations are needed. However, you will, in most cases, obtain alarger sample size than
you would get from the trial and error procedure. That is, the approximate formulawill give you a
larger sample size than you need to achieve your target sampling error.

Here is the approximate formula:

[4x (N-1)xE] +[Z79
Where:
n=samplesize
N = number of customers served (from which the sampleis to be drawn)

E = the maximum acceptable level of sampling error, expressed as a decimal
fraction (e.g., 5% = 0.05)

Z = the Z-score corresponding to the confidence level selected
(this can be obtained from most standard statistics references,
including most basic statistics textbooks). The Z-scores for the
80%, 90% and 95% confidence levels are given above in this Appendix in
conjunction with the precise formula.

A Combined Approach

You can, if you wish, make use of both the approximate formula and the trial and error approach
given above. Begin by using the approximate formulato get an approximate value for the sample
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size. Then use this approximate value as your first guess for sample size in the trial and error
approach, and proceed from there with the trail and error approach as above.

This combined approach will allow you to come up with the lowest possible sample size with the
least amount of effort.

Why is So Much Attention Given to Sample Size?

Much of Appendix B(i) and al of this Appendix have been devoted to considerations related to
sample size. Why, you might ask, do people spend so much time worrying about sample size?

If you use alarger sample size than you need, you will incurred greater costs and impose a greater
burden on your customers than needed.

» The extra costs alone can be quite considerable. Let’s consider a hypothetical telephone
survey. For each extracustomer in the sample, you haveto spend additional time conducting
the telephoneinterview, following up with those who did not answer thefirst time, following
up with those who did not initially agree to participate, and so on. It also means more data
to be recorded and analyzed.

» Theextraburden on your customers time also can be quite large when you add up the total
time spent by all customers surveyed.

If the sample size used turns out to be greater than was needed, then the extra cost incurred and the
extra burden imposed were wasted.

On the other hand, if you use too small a sample size, then you may have greater uncertainty about
the true satisfaction of your customers (because the sampling error was so large). You were
uncertain about their degree of satisfaction before (that’ swhy you decided to conduct the survey) and
you may now find that your level of uncertainty afterward is not much reduced. In this case, the
whole cost of conducting the survey may prove to have been wasted.

Keep in mind that any wasted time and dollars could otherwise have been used to improve the
products or services you provide to your customer. So you want to choose the smallest possible
sample size that will give you a level of sampling error that you can live with. The results should
be precise enough to give you the degree of certainty you need about: (1) the true current level of
satisfaction of your customers and (2) how their degree of satisfaction has been changing over time
— asaresult of your continuing efforts to improve products and services.
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Appendix C: How to Obtain Clearancefor EPA Customer
Satisfaction Survgs

QUESTION 1: WHO CAN USE THE CUSTOMER SERVICE ICR?

According to OMB’s Resource Manual for Customer Surveys (dated October 1993) and other
relevant guidance documents, the generic clearance shall be used for “strictly voluntary collections
of opinion information from clients that have experience with the program that is the subject of each
data collection” and precludesthisoption for use by regulatory agenciesto survey regulated entities'

* in any sSituation where a respondent may perceive that a response will result in risks to his
interests through potential penalties or loss of benefits

» for collecting factua information (other than ssimple identifying information, where needed)
» for collecting data from the genera public

QUESTION 2: HOW DO | OBTAIN APPROVAL FOR MY SURVEY, IF IT MEETS THE
CONDITIONS OUTLINED ABOVE?

Prior to initiating the survey, sponsoring programs must seek final approval from OMB. To obtain
approval, sponsoring programs must submit a clearance package consisting of a memorandum and
acopy of the survey instrument through Regulatory Information Division (RID). The memorandum
will be addressed from the program or office director to the RID Desk Officer at, Office of Policy,
(2136). The memorandum must address the following?:

» Survey title, identification of survey originator (office, point of contact, phone number)

» Description and intended purpose of the survey asit relates to EPA customers

» Methodology and use of anticipated results

» Collection schedule, follow-up plans

» Costs and burden to the Agency and respondents, and the number of respondents
Thememorandum will vary inlength and detail, depending on the complexity of the survey. |PS staff

will review each submission to ensurethat it meetsthe requirements of the Paperwork Reduction Act
and any conditions of the generic approval. They may regject any proposed customer survey that does

‘EpA interprets this to preclude any EPA surveys conducted fact finding for the purposes of regulatory
development or enforcement.

2For customer feedback forms and short questionnaires, a one-page memorandum should be sufficient.
Mail or telephone surveys making use of statistical sampling must include statistician’ s name/phone, and a brief
design, precision requirements, and pretests/pilot tests.
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not meet the criteriaabove. Inthe methodological issues, the program shall solicit Agency statistical
expertsthrough EPA’ s Statistical Policy Branch or program office to make any final determinations
asto the statistical validity of the customer survey.

QUESTION 3: HOW LONG WILL THE PROCESS TAKE?

Following review within RID, RID will submit surveys and attached materials to OMB for a 10
working-day review.

WHAT ELSE SHOULD | KNOW?

Sponsoring organi zationswithinthe EPA should maintain recordsaccording to each survey schedule.
In general, survey results should be maintained for three years or until after follow-up has been
performed.

Sponsoring offices are encouraged to provide feedback to RID on the success of their surveys
(through a memo, or summary report). That information may be shared with fledgling customer
survey programs within other parts of the EPA. Feedback might include:

* response rates, follow-up strategies, important lessons related to survey design and
implementation

e genera trends established from analysis of data

» changesto the organization as aresult of the survey

» points of contact for questions about the survey

EXAMPLE OF BURDEN STATEMENT FOR FORMS OR SURVEY

The OMB Control Number and expiration date must appear on the front page of an OM B-approved
form or survey, or on the first screen viewed by the respondent for an on-line application. The rest
of the burden statement must be included somewhere on the form, questionnaire or other collection
of information, or in the instructions for such collection.

Explain the reasons the information is planned to be and/or has been collected, and the way such
information is planned to be and/or has been used to further the proper performance of the functions
of the agency. (See the requirements of Executive Order 12862 below for ideas.) State whether
responses are voluntary, required to obtain or retain abenefit (citing authority), or mandatory (citing
authority), and the nature and extent of confidentiality to be provided, if any (citing authority).
The following information must appear on the first page of the survey:

Form Approved OMB Control No. xxxx-xxxx. Approval expires MM/DD/YY.
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Public reporting burden for this collection of information is estimated to average X minutes per
response, including the time for reviewing instructions, gathering information, and completing and
reviewing the collection of information. Send comments on the Agency’s need for thisinformation,
theaccuracy of the provided burden estimates, and any suggestionsfor reducing the burden, including
the use of automated collection techniques to the Director, OPPE Regulatory Information Division,
United States Environmental Protection Agency (Mail Code 2137), 401 M Street, SW, Washington,
D.C. 20460; and to the Office of Information & Regulatory Affairs, Office of Management & Budget,
725 17th Street, NW. Washington, D.C. 20503, Attention: Desk Officer for EPA. Include the EPA
|CR number and the OMB control number in any correspondence.

CUSTOMER SERVICE EXECUTIVE ORDER (12862) REQUIREMENTS

Identify customers who are or should be receiving EPA service

Survey customers for the kind/quality of services they want, their level of satisfaction with the
services, and whether standards are set for what matters to them

Develop, post and implement standards

Measure results against them

Report annually to customers on progress toward achieving standards

Integrate customer service standards, measurement and tracking with reinvention, planning,
budgeting (GPRA), operating plans, regulations and guidelines, training and personnel
classification and evaluation

Recognize employees for meeting and exceeding customer service standards

Benchmark customer service performance against the best in business

Survey front-line employees on barriers to, and ideas for, matching the best in business
Provide customers with choices in sources of service and methods

Make information, services and complaints systems easily available

Address customer complaints

Develop cross-media (within agency) and cross-Agency programs to serve shared customer
groups

Take advantage of new technology to better serve customers
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Following are examples of successful applications to OMB.

Sample #1
U.S.ENVIRONMENTAL PROTECTION AGENCY
REGION |
OFFICE OF ENVIRONMENTAL MEASUREMENT & EVALUATION
60 WESTVIEW STREET, LEXINGTON, MA 02173-3185
MEMORANDUM
DATE: June 12, 1997
SUBJECT: Request for OMB Approval of Customer Feedback Survey
FROM: Carol Wood, Manager
Ecosystems Assessment Branch
TO: Barbara Willis, RID Desk Officer

Regulatory Information Division
Office of Policy, Planning and Evaluation

EPA’s Region 1, New England Officeis preparing to distribute copies of the 1997 State of the New England Environment Report.
In order to learn whether the report is clear, easy to read and provides information that our customers need, we are preparing a
customer feedback survey to include with thereport. A copy of the survey form is attached.

Approximately 12,000 copies of the report will be distributed to EPA personnel, citizens, local, state and federal offices out side the
EPA Region 1 Office, with the survey form asan insert. We expect to receive approximately 3,000 responses. Region | will create
adatabase to track survey form responses. The information will be used to prepare a report which will summarize the findings and
make recommendations on how to improve the next Sate of the New England Environment Report and our other outreach
activities.

We will be receiving the reports from the Government Printing Office by June 24 and hope to receive approval for the customer
survey form and have the forms ready to include in the mailings.

If you have any questions or concerns about this request, please contact Diane Switzer at 617-860-4377 or me at 617-860-4316.

Attachments




Sample #1 - Continued

Request for Approval of Information Collection Activity

|. Background

The 1997 Sate of the New England Environment Report is an outreach tool, designed to inform the public on environmental
conditions, using indicators that have been selected in the National and Regional processes as we begin focusing more on
environmental results. We discuss topics of concern to the public and EPA, signs of improvement or degradation, and what EPA
and our partners are doing to improve conditions. The purpose of this outreach activity isto provide clear and concise information
to the public that meets their informational needs and allows them to better understand what we are doing to improve and protect
the environment and public health. The discussion topics are selected based upon regional priorities and what we think the public
wants to know.

11. Survey Purpose and Description

The State of the New England Environment Workgroup is planning to conduct a customer feedback survey in the form of a
“Reader’ s Evaluation Form,” to evaluate whether we are providing the public with the information they want and need in away
that is easy to read and use. Theresultswill be used to improve the report’ s content, readability and use.

The evaluation consists of six questions. The first question will evaluate the reports readability. The second question eval uates
how well we do in communicating information the public wants to know. The third question evauates how the information is
useful to thereader. The fourth and fifth questions eva uate the information needs of the reader that we are not meeting. The sixth
question evaluates whether the report is something the public wantsto receive.

111. Survey Methodology and Use of Results

The potential target audience for the eval uation forms consists of approximately 12,000 citizens, businesses and government
personnel (locdl, state and national). EPA Region | plansto distribute the forms asinserts to copies of the 1997 State of the New
England Environment Report. Through this effort, we anticipate that approximately 3,000 readerswill respond. We estimate that
it will take a respondent approximately five minutes to complete an evaluation form.

EPA Region | will create a database to track evaluation form responses. The information will be used to prepare areport which
will summarize the findings and make recommendations to the State of the New England Environment Workgroup and Regional
managers on how to improve the readability, use and content of this report and other similar outreach activities.

V. Respondents Burden

Number of Respondents 3,000

Minutes per Response 5 minutes x 3,000 = 15,000 minutes = 250 hours
Cost per Hour $11.00*

Total Burden: 250 Hours; $2,750

* Based on Federal/State/L oca Employment & Payroll averages as presented in the 1996 Statistical Abstract of the United States

V. Agency Burden

EPA Staff Time 100 hours
Cost per Hour $36.00
Total Burden 100 hours; $3,600.00




Sample #1 - Continued

YOUR COMMENTS, PLEASE . ..

We would like to know if the 1997 State of the New England Environment Report provides you with use useful information.
Y our responses to the following questions will help us meet your needs.

1. a Isthisreport easy to read and understand? Yes No__
b. What would make the report easier to read and use?

2. Pleaserate the report as to how informative the discussions within each of the sections are, with 1 = not informative and 5 =
very informative.

Report Section Not Informative Very Informative

a New England Ecosystems

b. Public Health & Our Environment

¢. Economic Opportunities

d. Recreational Resources

e. Environmental Education & Outreach
f. New Directions

N
NN NN
W W wwww
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aoaaaa

3. Inwhich areasisthe report helpful toyou? __ School __Work __ Home
__Leisure Time___ Local Community ___ General Knowledge ___ Other

4. What topic(s) would you like to see in future reports?
5. We welcome any other comments you have about this report:

6. Would you like to receive acopy of futurereports? Yes  No___
If “Yes,” please provide your mailing address:

Name
Organization
Address
Town/City State
Zip Code County

Please fold in half with EPA’ s return address on the outside, staple/tape shut, and mail.

Thank you for your response! Environmental Protection Agency  Region |, New England Office




Sample #1- continued

June 18, 1997
MEMORANDUM

SUBJECT: Review of Customer Satisfaction Questionnaire,
ICR No. 1711.01 (OMB 2090-0019)

FROM: BarbaraN. Willis
Regulatory Information Division (2136)

To: ChrisWolz
Natural Resources, OIRA

Asa condition of OMB approval for the generic ICR, EPA agreed to submit each specific questionnaire covered by this
clearance to OMB for review. Therefore| am forwarding for your review Region | “1997 State of the New England
Environmental Report”. The purpose of this survey isto evaluate whether Region | is providing the public with the information
they want and need in away that is easy to read and use. The results will be used to improve the reports’ content, readability and
use.

Y our comments and suggestions would be much appreciated. Thank you for your cooperation in this matter. If you have any
questions, please contact me at (202) 260-9453.

Attachments
Sample # 2
MEMORANDUM
SUBJECT: Submittal of Customer Satisfaction Survey for Expedited
OMB Review
FROM: Michael B. Cook, Director
TO: Matt Leopard, RID Desk Officer

Office of Palicy, Planning and Evaluation (2136)

Attached is a clearance package for an Office of Water Customer Satisfaction Survey as authorized under Executive
Order 12862, “ Setting Customer Service Standards.” This particular survey is designed to assess state opinion on the
current level of satisfaction and desired improvements to the Agency’s Water grant process. This voluntary survey focuses
on three of the primary water quality management grants under the Clean Water Act, Sections 106, 319 and 604 (b).

We are requesting an expedited reviefor this survey instrument in order to comply with the rather tight schedule that is
mandated under the Executive Order. We anticipate initiating the survey no later than mid-November. | am requesting your
assistance in coordinating thisreview.

Please contact Jane Ephremides of my staff (260-5835), or Don Brady in the Office of Wetlands, Oceans and
Watersheds (260-7074) if you have any questions.

Attachment

cc:
Bob Wayland
Abby Pirnie
Don Brady




Sample #2 - continued

CLEARANCE INFORMATION COLLECTION REQUEST FOR 1994 THE CUSTOMER SATISFACTION
SURVEY

Identification of Information Collection

Executive Order 12862 requires Agenciesto “survey customers to determine the kind and quality of services they want and
their level of satisfaction with existing services’. This survey, will be conducted by customer satisfaction survey
professionals at the request of the Environmental Protection Agency’s Office of Wastewater Management’ Resource
Management and Evaluation Staff and the Office of Wetlands, Oceans and Watersheds Assessment and Watershed
Protection Division. Tim Icke, Program Analyst, will be the point of contact at OWOW" s Assessment and Watershed
Protection Division. He can be reached at (202)-260-2640.

Short Characterization of the Survey

The 1994 Customer Satisfaction Survey will solicit opinions from members of the grants community within the States. The
data collection is authorized by Executive Order Number 12862, “ Setting Customer Service Standards,” which requiresall
federal executive departments and agencies that provide significant services directly to the public to carry out the principles
of the National Performance Review.

Asaresult of the Executive Order, The Office of Water is ng its operations and proceduresin order to provide service
to the public that matches or exceeds the best service available in the private sector. The Customer Satisfaction Survey
appliesto three of the grants, those under Sections 106, 319, and 604(b) of the Clean Water Act. The survey isintended to
determine the customers' current level of satisfaction and desired improvements in these three grant programs. In the water
program, there are 11 sources of financial assistance available to assist the states and territories in achieving the mandates of
the Clean Water Act. The questions focus on respondents’ opinions and perceptions of services rendered.

Collection M ethodology

Using a pretested telephone questionnaire, EPA will survey State water quality managers, grants administration managers,
and the program managers for Sections 106, 319, and 604(b) in each of the 57 States and territories. EPA estimates that the
number of respondents will vary considerably from state to state. Using a conservative estimate, the highest possible burden
will be 5 respondents per state. The survey instrument is a 15-minute, voluntary telephone questionnaire covering
approximately 30 questions. There are four open-ended questions. For those customers that request an opportunity to
respond at greater length, follow-up calls will be scheduled. Since these conversations are voluntary, will vary greatly, and
will affect asmall percentage of respondents, the follow-up calls are not considered burdens under the definition of the
Information Request.

This one-time only information collection will involve approximately 285 voluntary respondents of which 70% are
anticipated to complete the telephone survey. The survey will require approximately 50 hours at atotal cost to the
respondents of $1,448. Exhibit I-a, Respondent Burden and Costs, provides a detailed description of the unit burden and
costs to respondents for this collection. The average burden per responseis 15 minutes.

State grant program authorities are the only respondent group that will be affected by this survey, and by definition they are
not small governmental jurisdictions.

Use of Survey Results

Theresults of the Customer Satisfaction Survey will be summarized in areport or accompanying briefing document. EPA
intends to use the information gathered by the survey to identify tools to improve the grants management process by reducing
paperwork, focusing on results while maintaining accountability, and responding to State environmental priorities. The
fundamental purpose of the customer satisfaction survey isto assess states satisfaction with the grant process and existing
services. The survey will help EPA:

S Identify potential changes that states would like to see in the administrative management of Sections 106, 319,
and 604 (b) grant programs;

S Assess the three grant programs’ potential to enhance/retard state adoption with the watershed protection
approach; and

S Understand state level of satisfaction/dissatisfaction with the three grant programs.




Sample #2 - continued

Callection Schedule and Follow-up Plans

EPA seeks to minimize the amount of data Collected through a one-time only data gathering effort while at the sametime
gathering enough information for an effective Customer Satisfaction Survey. The survey will help Headquarters establish a
benchmark to compare EPA’ s customer service performance with that of other federal agencies and private sector businesses.
In the future, thisinformation will help to provide customers with choicesin both the sources of service and the means of
delivery; to make information, services, and complaint systems easily accessible; and to provide a means to address customer
complaints.

Costsand Burden to the Agency and Respondents, and Number of Respondents

Thetotal burden for EPA Regiona and State grants program authoritiesis afunction of the number of grants managers,
auditors and program managers for Sections 106, 319 and 604(b) of the Clean Water Act in each state and interstate agency
and the number of open-ended questions. Exhibits 1-aand 1-b give detailed descriptions of the individual reporting and
record keeping requirements associated with the survey. Burden estimates are based on EPA data from the Regions and
Headquarters.

Exhibit 1-a summarizes the state respondents’ burden and costs as respondents to the voluntary telephone survey. The total
respondent burden associated with the Customer Satisfaction Survey is 50 hours (200 respondents at 15 minutes per call)
and the total respondent cost is $1,448, which equates to a cost per respondent of $7.24. This estimate assumes that the
average hourly labor cost for state employeesis $28.96, comparable to a GS9, Step 10 salary.

The Agency’ s burden and cost arises from contacting appropriate regional program officers, and from reviewing, analyzing,
and processing the data. The total annual Agency burden associated with the customer Satisfaction Survey is 100 hours.
This assumes that the average hourly labor cost of federal employeesis $28.96, equal to aGS-9, Step 10 salary. Thetotal
annua Agency cost resulting from survey reporting and record keeping resulting from the customer survey is $2,896.




Exhibit I-a
Respondent Burden and Costs

(A) (B © (D) (B) (F)

Regulation Requirements Total # # Composite Total hours Hourly Total
Respondents' | Responses® | hrs/respondent (B)*(C) lahor.costs® | Cost (D)*(E)

Survey Reporting
requirements (one-time
only)
Respond to telephone 285 200 0.25 50 $28.96 $1,448
Customer Satisfaction
Survey
Total Burden and Costs 50 $1,448
for all affected
Respondents:*

! Respondents include State grants managers, auditors, and program managers for
Sections 106, 319, and 604 (b) in each of the 57 States and Territories.

2 Assumes approximately five calls to each State and Territory and assumes 70%

response rate.

®  Hourly labor cost equals the annual salary for a GS-9 step 10 (37,651) times 1.6 (the
benefits multiplication factor as listed in the June 1992 ICR Handbook) and divided by 2,080 of

work hours per year).

*  Numbers may not add dueto rounding.
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Exhibit 1-b
Agency Burden and Costs (As users of Data)

Regulation (A) (B) © (D) (E) (F)
Requirements Total no. of No. of Composite Total hours | Hourly labor | Total Costs
respondents responses hours per (B) * (C) cost! (D)*(E)
respondent

Recordkeeping
Requirements
(Ongoing)

Agency
Reviews 1% N/A N/A N/A 60 $28.96 $1,738
Draft of Report

Agency
Approves Fina N/A N/A N/A 40 $28.96 $1,158
Draft of Report

Total Agency
Burden and 100 $2,896
Costs:?

1Hourly labor cost equals the annual saary for a GS-9 step 10 ($37,651) times 1.6 (the benefits multiplication factor aslisted in the June 1992 ICR
Handbook) and divided by 2,080 of work hours per year).

2 Numbers may not add due to rounding.
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Sample # 2 - continued

Draft - October 25, 1994
1994 CUSTOMER SATISFACTION SURVEY
HOW ARE WE DOING?
Grant Administration: Grant Administration Staff

Only a sample of the several versions of the surveysfor a seriesof grantsis presented.
Hello, may | please speak with (NAME FROM FACE SHEET)?

RESPONDENT AVAILABLE
RESPONDENT NOT AVAILABLE (SCHEDULE A CALL BACK)

Hello, my nameis Of Abt Associates. We are conducting a customer
satisfaction study for the Environmental Protection Agency (EPA) about three Office of Water program management grant
programs. The study is voluntary and the answers that you give will be kept strictly confidential.

1) Areyou familiar with the Section 106 grant program that funds the management of state water quality programs?
Y ES bbb 1
NO (SKIP TO QUESTION 14) ..ottt ssnaes 2
DO/REF (SKIP TO QUESTION 14) ....ociiiiiiins et 3
2) | have some questions about the FY 94 grant cycle. How satisfied are you with the level of reporting burden
under Section 106? Areyou...
Very satisfied (SKIP TO QUESTION 4) ...t 1
Satisfied (SKIP TO QUESTION 4) ..o 2
Dissatisfied .......cccovinvcrinieininns .3
Very dissatiSfied ..o 4
3) What are the one or two most important changes you would like to see in Section 106 reporting requirements?
4) Do you think EPA made good use of the FY 94 section 106 data you reported to them?
Yes.. .1

NO e bbb 2
Grants Administrators 1
5) Were any of the reports created by your state in complying with Section 106 requirements for FY 94 useful for
other state purposes such as state budgeting or accounting?
Y S b bbb 1
INO i et 2
6) How satisfied are you with the opportunity offered by EPA to file Section 106 FY 94 reports electronically? Are
youl...
Very satisfied (SKIP TO QUESTION 8) ......ocuriiicinicinirininieciseseeeseeieens 1
Satisfied (SKIP TO QUESTION 8) ..... . 2

DISSALISIEd oo .3
VY BISSALSEA ...oos oot seee s 4




8)

9

10)

11)

12)

13)

What are the one or two most important changes you would like to see in Section 106 electronic reporting scope
or procedures?

How satisfied were you with the length of time it took EPA to respond to requests for information on grant
administration and reporting for FY 94 Section 106 grants? Wereyou...

V@Y SALSHEOA ..eoeeeeeeeecieeeesiiee bbb
SALISFIE oot
DISSALISHIOA ...vuvucvrerrcieieieieeiee et
Very dissatisfied, or
Did you not make any requestsfor information ..........c.ceveernneeeeseennens 5

How satisfied are you with the length of time it took to obtain the EPA approvals required at various states of
administration of FY 94 Section 106 grants? Were you...

R R 1 N 1
Satisfied ........ .2

Dissatisfied .......... .3
Very dissatisfied, Or .....ccccovvrrnincneee .4
Did you not need any EPA @pprovals ... 5

How satisfied are you with EPA’ s requirements for the close-out or rollover of the Section 106 grant fund? Are
you...

R R T 1= I 1
SALSFIEA ..o seees et seees st seee e
Dissatisfied .
VY BISSALSEA ...ooree oo seee s 4

Grants Administrators 2

What are the one or two changes you would most like EPA to make in its Section 106
reporting requirements?

Overall, how satisfied are you with EPA’s FY *95 Section 106 grant programs? Areyoul...

LR R 1= N 1
Satisfied

DISSALISFIEA ..vvr oo seee et et seee et seee 3
VY BISSALSEA <...oreeeseeeesseee e ees et eeees oo eeee st 4

What is the one most important change you would like to see made to the Section 106 grant program?

Grants Administrators 3

REPEAT FOR SECTION 319 AND 604(B)
INSERT THE FOLLOWING AFTER QUESTION 1 FOR 605(b)

14)

15)

In meeting the reporting requirements for the Section 106. 319 and 604(b) programs for FY 94, did your state
ever have to submit the same report the different grant programs?

Please compare your state’ s experience with the section 106, 319, and 604b programs for FY 95 with that of
other grant programs administered by the EPA Office of Water.

CLOSING: Thank you very much for your time. Analysts working on the project may contact you later for further

detail or clarification of the information you' ve given. Isthere abest time of day or day of the week to reach

you?

Thanks again, Goodbye.







OMB Control No. XXXX-XXX

U.S. ENVIRONMENTAL PROTECTION AGENCY
APPLICANT PERMITTING SURVEY

| ntroduction:

The attached survey is a follow-up to your recent permit application (or modification request)
withthe USEPA. We areinterested in improving our permitting system, and we recognize that
to do so, we need your frank input.

Problem areas that are identified will be followed up with focus groups to obtain more specific
insights. While participation in this survey is voluntary, we encourage you to take this
opportunity to help us improve the quality of our permitting processes.*

| nstructions:

Please completethissurvey by circling your answersand returning it in the postage-paid envel ope
provided. Most of the questions in this survey ask that you rate some aspect of US EPA's
performance on thefollowing scale: “ 1" meansyou arevery dissatisfied, and “ 6" meansyou
arevery satisfied. If aquestion does not apply to your interaction with US EPA, please skip it
and go on to the next question.

This survey is estimated to take an average of 10 minutes to complete.

The public reporting and recordkeeping burden for this collection of information is estimated to average
15 minutes per response annually. Burden means the total time, effort, or financial resources expended
by persons to generate, maintain, retain, or disclose or provide information to or for a Federal Agency.
Thisincludes the time needed to review instructions; develop, acquire, install, and utilize technology
and systems for the purposes of collecting, validating, and verifying information, processing and
maintai ning information, and disclosing and providing information; adjust the existing ways to comply
with any previously applicable instructions and requirements; train personnel to be able to respond to a
collection of information; search data sources; complete and review the collection of information; and
transmit or otherwise disclose the information. An agency may not conduct or sponsor, and aperson is
not required to respond to, a collection of information unlessit displays a currently valid OMB control
number.

Send comments on the Agency's need for this information, the accuracy of the provided burden estimates, and any
suggested methods for minimizing respondent burden, including through the use of automated

collection techniques to the Director, OPPE Regulatory Information Division, U.S. Environmental

Protection Agency (2136), 401 M Street, SW., Washington, D.C. 20460. Include the OMB control number in
any correspondence. Do not send the completed survey to this address.
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U.S. ENVIRONMENTAL PROTECTION AGENCY
APPLICANT PERMITTING SURVEY

Very Very
Dissatisfied Satisfied

1 2 3 45 6

1) Pleaseidentify towhich permit mediaprogram your responseto thissurvey applies: (you may check more
than one, asappropriate, or, if your responseswould appreciably differ for different program areas, please
reproduce this form and submit one for each program area.)

a Air ()

b) Water ()

¢) HazardousWaste ( )

d) Other ( ). Please specify:

2) Pre-application meeting/discussion: These questions cover the pre-application discussion or meeting
(i.e., aphone call or meeting) with US EPA to discuss the application process before you submitted the
application.

a) How satisfied are you with the availability of US EPA staff
responding to your pre-application questions? 1 2 3 45 6

b) How satisfied are you with the assistance provided by US EPA
staff during the pre-application meeting/discussion? 1 2 3 4 5 6

¢) How satisfied are you with the usefulness of the information
provided to you through the pre-application
meeting/discussion? 1 2 3 45 6

d) How satisfied are you that the US EPA staff provided
suggestions or information to help minimize the overall
permitting burden (e.g., as using pollution prevention
opportunities to reduce emissions or identifying future needs
now to minimize the need for modifications later)? 1 2 3 4 5 6

3) Permit Application Review and Determination: These questions cover the time period from the
submission of your permit application to US EPA's decision to either issue or deny the permit

a) How satisfied are you with the clarity of the permit application
forms? 1 2 3 4 5 6

b) How satisfied are you with the clarity of the accompanying
instructions or guidance? 1 2 3 45 6

c) How satisfied are you with US EPA's timeliness in notifying
that your application was complete? 1 2 3 4 5 6
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d) If you received any requests for supplemental
information by the US EPA, how satisfied are you in the
following areas?

1) clarity 1 2 3 4 5 6
2) timeliness of US EPA's request 1 2 3 4 5 6
3) relevance 1 2 3 4 5

e) How satisfied are you with US EPA’s timeliness in determining
the issuance or denial of your permit? 1 2 3 4 5 6

f) How satisfied are you with the clarity of the final permit
decision? 1 2 3 45 6

4) Overall satisfaction: These questions cover your overall level of satisfaction with the manner which the
permit process was handled by US EPA.

a) Overdl, how satisfied are you with the way the permitting
process was managed? 1 2 3 4 5 6

b) Overdl, how satisfied are you that the US EPA permitting
staff treated you in a courteous manner? 1 2 3 45 6

c) Overdl, how satisfied are you with the quality and timeliness
of the communications you have received from US EPA?

d) Overall, how satisfied are you that the US EPA permitting
staff respond to your needs for guidance, information, or
technical support under the permit process? 1 2 3 45 6

5) Would you like someone with the US EPA to contact you regarding this survey?

Yes Please complete question 6
No Please complete question 6 (optional). Y our responses will be used by US EPA for
informational purpose only.

6) Please provide the following information:

Name:
Organization:
Address:
Town/City: State
Zip Code:
Telephone Number:(_ )

7) Please provide any other comments you would like us to consider:

Thank you for taking the time to complete this survey.



OMB Control No. XXXX-XXX

U.S. ENVIRONMENTAL PROTECTION AGENCY
CITIZENSPERMITTING SURVEY

| ntroduction:

The attached survey is afollow-up to your recent participation in aUS EPA permitting action, through
public comment or attendance at a US EPA hearing or meeting. We are interested in improving our
permitting processes, and we recognize that to do so, we need your frank input.

Problem areas that areidentified through the use of this survey will be followed up with focus groups to
obtain more specific insights. While participation in this survey is voluntary, we encourage you to take
this opportunity to help us improve the quality of our permitting process.*

I nstructions:
Please complete this survey by circling your answers and returning it in the postage-paid envelope
provided. Most of the questionsin this survey ask that you rate some aspect of US EPA's performance

onthefollowing scae “1" meansyou are very dissatisfied, and “6" meansyou arevery satisfied.
If aquestion isnot applicableto your interaction with EPA, please skip it and go on to the next question.

This survey is estimated to take an average of 10 minutes to complete.

The public reporting and recordkeeping burden for this collection of information is estimated to average
10 minutes per response annually. Burden means the total time, effort, or financial resources expended
by persons to generate, maintain, retain, or disclose or provide information to or for a Federal Agency.
Thisincludes the time needed to review instructions; develop, acquire, install, and utilize technology
and systems for the purposes of collecting, validating, and verifying information, processing and
maintai ning information, and disclosing and providing information; adjust the existing ways to comply
with any previously applicable instructions and requirements; train personnel to be able to respond to a
collection of information; search data sources; complete and review the collection of information; and
transmit or otherwise disclose the information. An agency may not conduct or sponsor, and aperson is
not required to respond to, a collection of information unlessit displays a currently valid OMB control
number.

Send comments on the Agency's need for thisinformation, the accuracy of the provided burden estimates, and any
suggested methods for minimizing respondent burden, including through the use of automated

collection techniques to the Director, OPPE Regulatory Information Division, U.S. Environmental Protection
Agency (2136), 401 M Street, SW., Washington, D.C. 20460. Include the OMB control number in any

correspondence. Do not send the completed survey to this address.
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1)

2)

3)

4)

5)

6)

7)

8)

9)

U.S. ENVIRONMENTAL PROTECTION AGENCY
CITIZENSPERMITTING SURVEY

Very Very
Dissatisfied Satisfied

1 2 3 4 56

Pleaseidentify to which permit mediaprogram your responseto thissurvey applies: (you may check more
than one, asappropriate, or, if your responseswould appreciably differ for different program areas, please
reproduce this form and submit one for each program area.)

a) Air ()

b) Water ( )

¢) HazardousWaste ( )

d) Other ( ). Please specify:

How satisfied are you with US EPA'’ s notification to provide the
public with the opportunity to comment in atimely manner? 1 2 3 45 6

How satisfied are you with US EPA’ s method of notification to

provide the public with the opportunity to comment in a

convenient manner (e.g., by newspaper, radio, direct mailing or

other preferred means)? 1 2 3 45 6

How satisfied are you that US EPA provided clear and concise
information about the permit process and application? 1 2 3 45 6

How satisfied are you with the suitability of the public
hearing/meeting location? 1 2 3 45 6

How satisfied are you with the suitability of public
hearing/meeting time? 1 2 3 45 6

How satisfied are you that US EPA provided you opportunities
to present your comments? 1 2 3 45 6

How satisfied are you that US EPA presented the criteria that
will be used for the permit decision? 1 2 3 45 6

How satisfied are you with the quality of US EPA's response to
your written or oral comment? 1 2 3 45 6

10) Overall satisfaction: These questions cover your overall level of satisfaction with the manner which the

permit process was handled by US EPA.

a) Overdl, how satisfied are you with the way the permitting
process was managed? 1 2 3 4 5 6

b) Overdl, how satisfied are you that the US EPA permitting
staff treated you in a courteous manner? 1 2 3 45 6
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c) Overdl, how satisfied are you with the quality and timeliness
of the communications you have received from US EPA?
1 2 3 45 6

d) Overall, how satisfied are you that the US EPA permitting
staff respond to your needs for guidance, information, or
technical support under the permit process? 1 2 3 45 6

11) Would you like someone with the US EPA to contact you regarding this survey?

Yes Please complete question 12
No Please complete question 12 (optional). Y our responses will be used by US EPA for
informational purpose only.

12) Please provide the following information:

Name:
Organization:
Address:
Town/City: State
Zip Code:
Telephone Number:(_ )

13) Please provide any other comments you would like us to consider, including changes to the permitting
process:

14) Please put an "X" next to the line in each category that best describes you:

__I live near the facility/facilities requesting the permit(s).

__| am employed by the facility requesting the permit.

__| am employed by the local or state government in which the facility is located.
__lamamember of aloca environmental or community group.

__lamamember of aregional or national environmental or community organization.
__Other (Please specify)

Thank you for taking the time to complete this survey.
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OMB Control No. XXXX-XXXX

U.S. ENVIRONMENTAL PROTECTION AGENCY
DELEGATED AUTHORITY PERMITTING SURVEY

| ntroduction:

Theattached survey isbeing distributed to state, tribal and/or local governmentsthat have been delegated
or authorized to administer a permitting program under federal statutes administered by US EPA. We
are interested in improving our permitting delegation/authorization and evaluation processes, and we
recognize that to do so, we need your frank input.

Problem areas that are identified will be followed up with focus groups so that we may obtain more
specific insights. Focus groups will include state and regional personnel and other stakeholders as
appropriate. While participation in this survey is voluntary, we encourage you to take this opportunity
to help us work better for all of our stakeholders.!

| nstructions:

Please complete this survey by circling your answers and returning it in the postage-paid envelope
provided. Most of the questionsin this survey ask that you rate some aspect of US EPA's performance
onthefollowing scale: “1" meansyou arevery dissatisfied, and “6" meansyou arevery satisfied.
If a question does not apply to your interaction with US EPA, please skip it and go on to the next
guestion.

This survey is estimated to take an average of 15 minutes to complete.

The public reporting and recordkeeping burden for this collection of information is estimated to average
10 minutes per response annually. Burden means the total time, effort, or financial resources expended
by persons to generate, maintain, retain, or disclose or provide information to or for a Federal Agency.
Thisincludes the time needed to review instructions; develop, acquire, install, and utilize technology
and systems for the purposes of collecting, validating, and verifying information, processing and
maintaining information, and disclosing and providing information; adjust the existing ways to comply
with any previously applicable instructions and requirements; train personnel to be able to respond to a
collection of information; search data sources; complete and review the collection of information; and
transmit or otherwise disclose the information. An agency may not conduct or sponsor, and aperson is
not required to respond to, a collection of information unlessit displays a currently valid OMB control
number.

Send comments on the Agency's need for thisinformation, the accuracy of the provided burden estimates, and any
suggested methods for minimizing respondent burden, including through the use of automated collection
techniques to the Director, OPPE Regulatory Information Division, U.S. Environmental Protection Agency
(2136), 401 M Street, S.W., Washington, D.C. 20460. Include the OMB control number in any correspondence.
Do not send the completed survey to this address.
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DELEGATED AUTHORITY SURVEY

Very Very
Dissatisfied Satisfied
1 2 3 45 6

1) Pleaseidentify to which permit media program your response to this survey applies: (you may
check more than one, as appropriate, or, if your responses would appreciably differ for
different program areas, please reproduce this form and submit one for each program area.)

a Air ()

b) Water ()

¢) HazardousWaste ( )

d) Other ( ). Please specify:

2) Planning & Priority-Setting: These questions cover your opinion of our planning and
priority-setting prior to finalizing each annual permits program work plan or performance
agreement. Please rate our performance on the following criteria:

a) How satisfied are you with US EPA conducting joint
planning and priority-setting with you as an equal partner: 1 2 3 456

b) How satisfied are you with US EPA addressing
state/tribal/local needs and specific circumstances in fina
agreements: 1 2 3 45 6

c) How satisfied are you with US EPA identifying areas where
Federal technical assistance is needed: 1 2 3 456

d) How satisfied are you with US EPA’ s developing clear
program elements (i.e., those that are mandatory for the
delegated/authorized program): 1 2 3 45 6

€) How satisfied are you with US EPA’s developing a permit
delegation/authorization that is aligned with your state, tribal
or local environmental strategic plan: 1 2 3 45 6

3) Technical Assistance: These questions ask for your opinion of our performance in providing
technical assistance to you, based on the following criteria:

a) How satisfied are you with the quality of the training we have
provided to you: 1 2 3 456

b) How satisfied are you with the accuracy of our answers to
your technical questions: 1 2 3 45 6

¢) How satisfied are you with the timeliness of our answers to
your technical questions: 1 2 3 45 6

d) How satisfied are you with our willingness to work with you
creatively to solve difficult permitting problems: 1 2 3 456
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4) Oversight: These questions ask for your opinion of the Federal oversight conducted on
individua permits:

a)

b)

0)

d)

€)

f)

9)

h)

How satisfied are you that US EPA is conducting oversight

consistent with the agreement, if an agreement isin place: 1
How satisfied are you that US EPA is providing an

appropriate amount of oversight: 1
How satisfied are you with the clarity of the comments that

were made: 1
How satisfied are you with the appropriateness of the

comments: 1
How satisfied are you with the timeliness of the comments: 1
How satisfied are you with US EPA’s ability to provide
comments which were helpful in maintaining or improving

the quality of permit decisions: 1
How satisfied are you with resolving issues that we have

raised: 1

2

3

If you were to recommend an improvement in the agreement, it would be

that:
We should review fewer permits on areal-time basis

:We should review more permits on area-time basis

We should review only specific types of permits
(If yes, which types?)

___We should conduct permit reviews to help implement new programs

___We should review permits only when requested by the authorized entity or

5) Permitting Program Evaluation: These questions concern our evaluation of your permitting

other stakeholder

program. Please rate our performance on the following:

a)

b)

How satisfied are you that the del egation/authorization
agreement meets your agency's permitting needs: 1

How satisfied are you with our evaluation of your
delegated/authorized permitting program in terms of:

1. Accuracy:
2. ldentification of accomplishments:

. ldentification of opportunities for improvement:

. Suggestions for program improvements:

N e

3
4. Resolution of disagreements:
5
6

. Your overal performance:

N N N N DN DN

w W W w w w

N . T L

o o o1 o1 o1 g

o> O O O o O
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6) Keeping you informed: This question covers our communication with you regarding real or
potential changes to permitting regulations, process or delegations/ authorizations, and
providing you the opportunity to comment on them. Please rate our performance on the
following criteria:

a) How satisfied are you with the timeliness of US EPA’s
notification of the opportunity to comment: 1 2 3 45 6

b) How satisfied are you with the convenience of the method of
comment (e.g., in writing, through meetings, etc.): 1 2 3 45 6

c) How satisfied are you with US EPA providing information
about real or potential changes to the permitting relationship
in an understandable manner: 1 2 3 456

d) How satisfied are you with our responsiveness to your
comments: 1 2 3 45 6

7) Trust and Fairness. These questions concern your opinion of how well we manage the
delegation of authority:

a) How satisfied are you with the timeliness of US EPA’s
responsiveness to your request for delegation/authorization:. 1 2 3 4 5 6

b) How satisfied are you with US EPA providing valuable
review and comments on your request for

del egation/authorization: 1 2 3 456
8) If delegation/authorization occurred in the last 3 years, How
satisfied are you with the delegation process overall: 1 2 3 456

9) Please provide the following information:

Name:
Organization:
Address:
Town/City: State
Zip Code:
Telephone Number:(_ )

10) Please provide any other comments you would like us to consider:
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Thank you for taking the time to complete this survey.
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